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YOU WIN A COMMANDING 


POSITION AGAINST COMPETITION 


When you get behind the APEX Line of FORTIFIED FEATURES 


N Front Line fighting, the side with the best line and strongest 
{ armaments usually wins. And it’s the same way in selling—the 
dealer with the best line and the strongest features usually gets the 
order. And that’s why so many electrical appliance, furniture, hard- 
ware and department stores are changing to Apex. Because, Mr. 
Dealer, Apex washers, ironers and cleaners are strongly fortified 
with dominant selling features. Eye-appealing, desire-creating fea- 
tures that quickly convince the prospect and close the sale. 


For instance, where can you obtain a washer with such features as 


the speedily, thoroughly cleansing Apex Spiral Dasher, long-life, 
Free-Running mechanism, easy-to-operate Finger-Tip Control wringer 
and the graceful lines of Dreyfuss design? And in the same way 
Apex ironers and cleaners are fortified with sales-creating features 
that resist the bombardment of competition and win sales victory 
for Apex dealers. 


Think of it, during the months of April and May, 757 smart 
merchandisers changed to or added the Apex line of Fortified 
Features. These alert dealers saw advantages that you, too, will 
see when you investigate Apex. Why don’t you write now? 


THE APEX ELECTRICAL MANUFACTURING CO. - CLEVELAND 


In Canada: CANADIAN RADIO CORPORATION, LTD., Toronto, Ont. 


| 


FORTIFIED FEATURE 
WASHERS 
From $3975 to $11995* 


ed to the hilt with features that 
2 Spiral Dasher, winner 

ts. Apex-Lovell wringer 
Control. Free-run 


Easy on carpeis and easy to use—but 
best of all they're easy to sell. Fea- 
tures the Forward Rotating Brush, 
Pres-Toe Adjuster, Self-Steering 
Handle, Height Indicator, Shaddo-lite 
and two-speed motor. Built for women's 
use with features that women want 


...and Cleaners, too, with FORTIFIED FEATURES! _ 
FLOOR CLEANERS ona TANK CLEANERS 
From $29°%5 to $6995* 


FORTIFIED FEATURE 


IRONERS 
From $29%5 to $8995* 


The Speedmaster which heads the 


Apex line of cylinder cleaners is 
beautiful in design, light in weight, 
powerful in suction and easy to use. 
Features Toe-Tap Switch, Slender 
Super-Speed Nozzle and filter pro- 
tected motor. Large dealer margins. 


*Prices slightly higher in the South and Far West 








In both floor and table models with 
features that make ironing easy. All- 
Garment Shoe, Magic Heat Control 
and Floating Roll. Table models offer 
excellent opportunity for combination 
washer and ironer sales. Fortifies 
your profits. 











‘The 


Fishing 


UST to forestall the letters ask- 
ing why a fishing cover on 
ELECTRICAL MERCHANDISING. 

First, electrical people like fishing 
pictures. Informal observation over 
many years has instructed this writer 
that next to golf, fishing is the favorite 
outdoor sport of electrical men. We’re 
not overlooking golf, either, pictures 
inside. Also, it’s a pleasant picture to 
have on your desk on a hot summer 
day. 

And last, to strike the business note, 
it may remind some of our retailers 
and salesmen that they have for sale 





the editors hedge on the possibility of 
a reverse for the British in the Euro- 
pean war, which would in their opin- 
ion bring about a temporary reaction 
in business, they look for a continua- 
tion of the present high index figure 
and even somewhat higher. 
ELECTRICAL MERCHANDISING  be- 
lieves that the appliance business is de- 
pendent upon payrolls and that the 
index of employment and figures on 
payroll income would supply correct 
indications to study in forecasting 
continuing business in our field. The 
payroll figure is difficult at any time 
to ascertain. We know however that 











Merchandising Month 


pared with January figures, with the 
sole exception of refrigeration. Elec- 
tric washers in January were up 10.29 
per cent over the preceding January, 
and May was up 15.19 per cent; 
ironers in January were up 6.81 per 
cent and in May 9.06 per cent ; vacuum 
cleaners (floor type) were up 17.82 
per cent in January, 57.97 per cent in 
May; ranges for January were up 
29.64 per cent, May 34.32 per cent; 
and in January refrigerators were up 
53.52 per cent and in May 40.77 
per cent. 

In respect to refrigeration it must 
be taken into consideration that while 


; ) it accompanies general business in its the percentage of increase for May 
cool comfort in office and home increase or decrease. Business as refrigeration is below that of January, 
through air conditioning. a whole is most accurately charted. May shipments represent an all-time 
Such figures shown over a period of high for one month’s sales, reaching 
ife, — . years, (see the charts in the February the record total of 385,688 refrigera- 
ger Continuing Good Business issue ) prove that business in electrical tors. 
ray USINESS WEEK in the latest appliances has a definite tendency to In our opinion these comparisons 
son issue before this magazine goes run ahead of the general index figures. have great importance. The basic 
| to press records a rise in its Index Electrical appliance sales increase conditions as shown by the Business 
ory of Business Activity to the high point more rapidly than general business, Week figures demonstrate a solid ad- 
reached in January of this year. For and are less affected by recession. vance toward new high levels. Appli- 
_ the week ending July 6, the Index Consulting again the Business Week ance use and appliance sales are as 
ied shows a number of 125.4, corsespent- Index, it is instructive to compare the much a part of the living pattern of 
: ing to the high point of 125.5 in the general business figures and appliance the American people as the use and 
will beginning January 1940. This is up sales ves shown by the last obtainable sales of automobiles. And automobiles 
w? 24 points from a year ago, and 8.1 figures—those for May. . 
: , n ’ also show a sales curve higher than 
points from a month ago. For January, let us repeat, the siell Cdiaatain: velediiiliadl 
Noting that department store sales Business Index figure was 125.5. In oe oo eae ~ . 
have risen smartly and are still going May, the Business Index was 117.3. Basic conditions for improved a 
strong, they state that “with payrolls Now let us see how this compares with pliance business show no evidence of 
-_ expanding . . . it follows that workers the indication of change or increase weakening. The trade can make its 
will feel better about spending—and in appliance sales: All major appli- plans for more and better sales pro- 
this should assert itself in an upwaiid ances are up in percentage of increase motion with firm confidence in a con- 
flow along . . . retail sales.” Although over the preceding year in May com- tinuing base for improvement. 
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“Even competition says 
Master is best-looking 
washer built. People are 


buying it before the time 
they intended to trade.” 


C.8.8. 
D.M. 
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| IN HOTPOINT HISTORY! 


Sales Hit An All-Time High. Bring 
Retailers Their Biggest Profit Year! 


HOSE shrewd retailers who lined up 
with Hotpoint for 1940 were in on a 
rising market. For Hotpoint scooped the 
field with plus values that helped retailers 
sell appliances in large, profitable volume. 
Good appliances alone do not guarantee 
volume sales. Many manufacturers offer 
good refrigerators, good ranges, water heat- 
ers, laundry equipment and dishwashers. 
You need more than good merchandise. 
And Hotpoint retailers were smart 
enough to realize that they were getting 
more than big product-value to sell. 

To help them run up sales records in 
1940 Hotpoint retailers enjoyed such plus 
values as these: 

1. Maximum of Use- Value features in 
Hotpoint appliances. 

2. The name everybody knows... 
HOTPOINT. 

3. An unusual advertising technique 
that scored a new high in reading— 
tipped over many a wavering prospect. 

4. Dramatic promotions that sent pre- 


sold customers marching to Hot- 
point retailer’s stores. 


5. Dynamic sales plans that piled up 
profitable business. 
HOW HOTPOINT PLUS VALUES 
IN PROMOTION WIN FOR RETAILERS 
The outstanding Refrigerator 
Advertising of 1940 


Full color pages in American Weekly 
built around “humanized” advertising tell 


REFRIGERATOR 














Two Valuable Assets 


The Hotpoint Franchise brings two of 
the most valuable assets any business can 
possess—Good Reputation and Sound 
Policies. 

Good Reputation: This priceless 
asset cannot be conferred on any name or 
product. It must be earned—earned by 
the satisfaction which the product gives 
to its buyer and user. Hotpoint continues 
to earn its reputation for quality and value 
by the service its products are giving in 
17,000,000 homes throughout the United 
States today. 

Sound Policies: Hotpoint’s “rule of 
conduct” is as simple as it is sincere; ‘‘Deal 
fairly with distributors, retailers and the 
public and they will deal fairly with you.” 

These principles — rigidly adhered to 
for 35 years—are the bedrock upon which 
Hotpoint dealers build solid and profita- 
ble businesses. 

Because of Hotpoint’s Good Reputation 
and Sound Policies we sincerely believe 
that no other electrical appliance manu- 
facturer offers a franchise which carries 
so much customer goodwill and confi- 
dence —as Hotpoint. 

(Signed) 


Att lawl lp. 


Vice-President 











1940 


WATER HEATER 


the Hotpoint story through characters 
who are as real as your next door neighbor. 
Reports prove this to be the outstanding 
refrigerator campaign for 1940. Hotpoint’s 
new advertising strategy for electric ranges 
is setting a new high in effectiveness. 


Amazing sales result from Hotpoint’s 
movie—“BLAME IT ON LOVE” 


Hotpoint’s feature-length Hollywood 
movie has been pronounced the greatest 
commercial motion picture ever made for 
electric range selling. 


One retailer sold 52 ranges — another 
town sold 30 appliances—another reported 
5,000 people through his store in three 
days. “There’s nothing like it in appliance 
history,” say retailers who have used this 
amazing promotion. 


A new wrinkle in sales training 


Hotpoint’s Book of Knowledge and Red 
Man’s Club have been major factors in sim- 
plifying the sales story for retail salesmen 
and adding incentive to use Hotpoint’s 
powerful and dynamic promotions. Sales- 
men learn the story quickly, easily and 
painlessly; increase their effectiveness. 


Don’t overlook the big opportunity in 
the Hotpoint Franchise. Be ahead of the 
parade. Remember Hotpoint provides 
the plus values that give you a selling 
edge on the field. See your Hotpoint Dis- 
tributor today. 


Edison General Electric Appliance Co., 
Inc., 5620 West Taylor St., Chicago, Ill. 


CLOTHES 
DRYER 


ELECTRASINK 
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laomo veiled 


ORE 


at less 


goods for more people 
That, I think, 
economic 


cost 


expresses the aim 
tt not only the electrical appliance 
} 


but broadly of all business 


business 


Now let’s consider what might be 
lone toward fulfilling this aim. We 


business of distributing 
goods, therefore, let’s tackle that prob- 
em of « There certainly 
improvement 


ire all in the 


istribution. 


hould be r for be- 


' 
KnOW, in 


om 


iuse, as we all many cases 


it costs even more to distribute com- 
to make them. 


not contaminated by 


modities, than it does 


, ; 
here are those 


lose association with the job of dis- 
tribution who say its’ wrong, so per- 
ips it may be. On the other hand, 


ivbe in relation to the cost of manu- 


the distribution cost should 


; turing 
icturing, 


ye as great or even greater than it is. 
But let’s not jump to conclusions 

ther way. Rather, let’s look at 
vhat we might call perfection, as far 
is distributing is concerned. Let’s cut 
yut all distribution cost or get near 
perfe n and eliminate almost all of 
it [f we see as clearly as possible 
"\ the real reason why—we have 


yme of the costs, maybe we can learn 


yve the situation. 


Service Costs Money 


We can take any one of hundreds 
products as examples. For in- 
tance, how would you like to be able 
to buy a $60 vacuum cleaner for $20, 
1 dozen linen handkerchiefs for the 
D t ee, a large sized tube of 
your fa te dentifrice for less tha 
i li SF ilk T 4¢ i quart ind i 
$300 suite of furniture for about the 
pt Sy un A ay tor ne « ymf yrtable 
t All this would be possible, 
it were not for the cost of distribu 
All you, and millions of othe 
1 ild have to do would 
ye to convince the producers of these 
icts that you and succeeding gen 
rations would buy these specific prod 
icts he quantities that they could 
ye manutactured economically, in the 
stvle that they would be produced, 
packaged the way producers wanted 
yurse, you'd have to pay cash and 
der sufficiently in advance to permit 
il manufacture, would have 
to arrange for the products transpor 


tation, servicing if necessary, and you 


Nat 


urally, you could not expect any dem 


would have to buy sight unseen. 


mstration nor to be told how to use 


the product to its best 


[ idvantage not 


to know whether or not the brand vou 
bought wa better r worse than 
tthers that were available 

Of course, as a by-product, there 


would be 


practically no magazines 


newspapers and no radio as we know 


it because there would be no adver 


tising revenue, and no stores either 
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By 
B. W. BULLOCK, 


Idvertising Manager 
Appliance & Merchandise Department 
General Electric Company 


in the country to keep the 
where the 
“lox yk.” 


no 


tove at proper humidity or 
muld “visit” and 


f fact, there would be 


wn « 
\s a matter 


because there would be n 


large cities Oo 
trading centers 
But let’s not carry this situation out 


to its logical conclusion because there 


s such a good reason why a large 


proportion of the distribution services 


ind, therefore, the distribution costs 


innot practically be eliminated. That 
yne reason is people. The way peo- 
ile are and the way people act. The 
things they will, and will not do 














NOT PRICG 


People Don’t Want New Things.. 


What they think. What 
What causes them to act. 
world isn’t built, nor does it function, 
on pure logic. And why not? The 
people who constitute this world are 
not wholly logical. Emotion plays 
a very big part in what they do. 

You may ask, “Well, what do peo- 
ple really demand that causes all of 
this distribution cost?” That’s a fair 
question, too, because, if consumers 
would buy only products and not de- 
mand and therefore buy distribution 
to such an extent, things 
would be different, and remember only 
the services that they demand are sold. 
Anybody who tries to sell a distribu- 
tion service that isn’t wanted suffers 
the same loss as the one who tries to 
sell a product that people don’t want. 
He stops or is forced out of business. 
Why and how? Someone else, not 
offering these unwanted distribution 
services, and therefore, without them 
in his costs, takes care of that. So 
what are these services consumers 
demand, whether they realize it or 
not? They demand being educated— 
talked to in magazines, newspapers, 
through the mails, on billboards, over 
as well as in stores, and at 


they want. 
All of this 


services, 


the radio, 





times at home; they demand being 
sold, told, re-told, and demonstrated 
to. The product must be easily avail- 
able, therefore, widely distributed, 
streamline designed, styled, colored, 
packaged, displayed, delivered, serv- 
iced, guaranteed, financed, subject to 
exchange and, of course, shipped, 
warehoused, ordered in the right quan- 





tities, style, color, and in a hundred 
ways properly merchandised, from the 
display in the window to the bow and 
smile of the salesman. Failure to per- 
form these functions properly can be 
as dangerous to the distribution suc- 
cess of a product as defects in its 
physical characteristics. 


Service is Demanded 


You say what proof is there that 
consumers demand all of these serv- 
ices ? And I say is there any law to pre- 
vent any manufacturer or seller from 
eliminating any one or a large percent- 
age of the merchandising services that 
he offers? Of course, there isn’t. And 
don’t let anyone tell you that each of 
us in the business of distributing goods 
isn’t trying to do it in the most effi- 
cient ways that he can devise. The 











FOR INSTANC 


Emerson's bit of philosophy, 
“If you build a better mouse 
trap than your neighbor, though you live in a wil- 
derness, the world will beat a path to your . 














ae 


JULY, 


1940—ELECTRICAL 


might at times be guilty of getting us 


to think that only the quality of a product is 
necessary for its successful distribution. Of course, 
this isn't true...In the first place, before this... 
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) being egative proof that these services are 
strated @emanded lies in the fact that when- 
+ avail- ever any of these services needed 
ributed, #" 27Y distribution system is elimi- 
solored, ated or materially reduced beyond 
- serv- g's Necessary proportion, sales reflect 
ject to Mt Where are some of the many one- 
hipped, time large selling products whose 
t quan- PPONSOTS: thought they could reduce 
undred @istribution costs by materially reduc- 
-om the §"S advertising ? You know the answer 
ow end well as I. They have gone by the 
to per- wards — either their ‘manutacturers 
can beg4ve gone out of business or have 
in suc-c2Sed to be a factor in the industry. 
in its@pumilar resales—fewer sales come 
rom using less than the proper 

mount of other distribution services. 

/ some products cannot be sold in quan- 
ities unless they are well demonstrated. 

on ti Speaking of demands for demon- 
e serv-g rating, we have another product 
; to pre- vhich as far as quality is concerned, 
or frome? efficiency, appearance and in every 
ry hysical respect is at least as good, if 
ae that et better, than any other on the mar- 
’t. Ande’ Even so, its price to the public is 
Ret ape nly about two-thirds that of some of 
g goods ur competitors products. One would 
ook Ak naturally think, under these circum- 
— i ptances, we would get a very large 


share of the total sales of such prod- 
ucts. But we don’t, we get much 
less than 10% of the total business in 
this particular field and one competitor 
alone sells, at the much higher price, 
several times as many units as we do 
at the lower price. Sounds silly, doesn’t 
it? But it’s true. And what are the 
reasons? Our product is sold through 
retail stores and speaking generally, is 
ineffectively demonstrated. The com- 
petitor, of whom I speak, on the other 
hand has his own salesmen, whom he 
trains to do an excellent job of demon- 
strating. And, most of his sales are 
made in homes. This is a more expen- 
sive method of selling, but it’s also 
more effective, because this particular 
product, in order to be sold in large 
quantities, must be demonstrated or a 
much smaller proportion of the people 
will buy it. Don’t think for a minute 
that I am decrying the fact that we 
don’t get the business or implying 
that the consumer is being “gypped” 
when he buys the higher price product, 
because even at the higher price the 
services which the consumer gets from 
the product are worth what he pays. 
The fact that he or she could get the 
same service at less cost, if he knew 
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egets Progress 


Done an Expensive Job of Education. 


rather if he convinced 
that he could, is another matter. The 
point is that, in order to convince the 
prospect that he can get equivalent 
service for the lower cost is in itself 
a job that is expensive to do. And 
the very cost of convincing him would, 
in itself, eliminate the difference in 
the prices because demonstration is 
needed to sell it and it is the cost of 
demonstrating that constitutes the pri- 
mary reason for the price differential. 


it, or were 


The Necessary Education 


I could give you example after 
example of the reasons why the vari- 
ous elements of distribution cost can- 
not be eliminated to the advantage of 
either the seller or buyers as a whole. 
But, rather than do that, let’s look 
at some of the positive benefits of some 
of these distribution services, even 
though they are expensive. Let’s see 
how they help us accomplish our ob- 
jective of “More Goods for More 
People at Less Cost.” 

Centrary to our subjective think- 
ing, we do not want new things. 


People don’t want new things, even if 
new things 


these will benefit them 


immensely. That may sound foolish, 
but it’s true. They, or we, don’t want 
things until they really aren’t new 
any more. Before we actually want 
them badly enough to buy them, some- 
one must do a stupendous job of 
education. As a rule, this means if 
the new thing, be it a product or a 
service, is to be generally used, mil- 
lions of dollars must be spent. The 
job is not only to tell us that the 
product exists and where we can get 
it, but we must be educated to the 
point that we realize the need of the 
service of the product. You know, I 
sometimes think that some partial 
truths help to confuse us in our an- 
alysis of such a problem. For in- 
stance, Emerson’s bit of philosophy, 
“If you build a better mouse trap than 
your neighbor, though you live in a 
wilderness, the world will beat a path 
to your door,” might at times be guilty 
of getting us to think that only the 
quality of a product is necessary for 
its successful distribution. Of course, 
this isn’t true. In the first place, be- 
fore this better mouse trap could 
cause the world to beat the path, the 
world would have to become conscious 
of the need of some device to catch 
mice ; know that some device was avail- 
able for the purpose; be convinced 
that the device would do the job; 
want the job done badly enough to 
pay the price asked for the mouse 
trap; learn that you made a mouse 
trap; be convinced that your mouse 
trap was better than others; and worth 
the price you charged for it, in relation 
to the cost and effectiveness of other 
traps. In this price relationship also 
(Please turn to page 8) 

















tting us 
duct is 


‘course,icome conscious of the need of some device 

) this... jto catch mice; know that some device was... 
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YISING 





.. . better mouse trap could cause the world 
to beat the path, the world would have to be- 
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available for the purpose; be convinced 
that the device would do the job; want the 
job done badly enough to pay the price 
asked for the mouse trap; learn that you made... 


a mouse trap; be convinced that your 
mouse trap was better than others; and worth 
the price you charged for it, in relation to 
the cost and effectiveness of other traps. 
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must be considered the cost in incon 


venience of getting to your wilderness. 
And last but not least the world must 
know the location of your wilderness 
Disseminating all of this information 
ind a ymplishing these jobs of con- 
viction are not easy tasks, in many 
cases not nearly as simple as designing 


yuilding a better mouse trap. At 


point again, may I imply one 
f the purposes of this talk. Dis- 
tribution is more difficult to achieve 


than many realize. ts services are 
nore valuable and in some cases, it 
ay be in order to promote the sale 
of goods, to spend more rather than 
less on ther 

Mouse traps may show us what has 
to be done to get distribution on a 


very simple product, but we all can 


easily recognize now, the need of 
mouse traps, know they exist, and 
where to buy them. Some other ex- 


amples may help to show how hard it 
is to get a newer product into gen- 
eral use Many things, we all now 
consider necessities, have not always 
been so sidered. And the distri- 
bution job in many cases, which I’m 


inventor, if he tried to 
would also admit, was more 


sure even the 
, 
ichieve it 
dificult than either the inventing or 
the manufacturing. 
Phe reason 


don't want ne 


is the same, that people 


vy thing 


The First Million 


Elias Howe invented the sewing 
nachine when a young man, but spent 
practically his whole life in poverty 


because people wouldn’t recognize the 
He couldn’t 
He even had to go 


1is wife’s funeral in a borrowed suit 


invention. 


get it distributed 


value of his 


of clothes. It took 20 years to get 
the first million telephones into use in 
this country. Then, after that, they 
went in at about a million a year, until 


there are almost 20 million of them. 
The same is true of electric refrig 
erators. It took almost the same length 
of time to get the first million of them 
into homes, and now they 
at the rate of 


are going in 
than a million a 
lhe story is the same on prac- 


more 
year 


tically every product you can think of 


iutomobiles, washing machines, vac- 
uum cleaners, bath tubs, automatic 
heating and many others. In each 
case there is a long period of educa- 


tion and very few sales, but after that, 
if the product performs a real service, 
one that people can be convinced they 
want more than something else for 
which they might spend their money, 


they finally will buy the product by 
the millions. But, the real job is to 
tell the public about the product and 
the service it renders and convince 
them of its need, without losing your 
hirt in the bargain Now no matter 
iow good a product is, how much it 


would do for its 


owner and how much 
credit the inventor and manufacturer 
should have for making it available, 
it is worth absolutely nothing if it 
isn't acquired and used. Therefore, 


the function of causing the acquisition 
use 1s at important as 
service to be available. 

ve talked about products 


and least as 
ausing the 


So tar we’ 
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now in general use, and our present- 
day tools and methods of distribution 
that have greatly speeded up the proc- 
ess of getting new and improved prod- 
ucts into use. Advertising in its various 
forms is doing its part—magazines, 
newspapers, radios, billboards, and di- 
rect mail. It is the least expensive 
means yet devised for disseminating 
information, telling us daily what is 
available to make it possible for us to 
live better. This is done not only in 
the advertising space itself, but also 
through the service departments of 
the various media. But how about the 
things that are new now, that people 
don’t know they need and, therefore, 
don’t want or let us say for which 
there is not now an effective demand? 
Fundamentally, we are not much more 
prone now to accept new things than 
ever before. People don’t change 
much. Although we shouldn’t, we still 
have wars, crime, and atheism. 
Now what is the most disagreeable 
present household task—one _ that 
hasn’t yet been generally mechanized ; 
one that has to be done every day? 
Yes, in most it’s done three 
times a day. It consists of someone 
either parboiling her hands in hot 
greasy dishwater or doing at best a 
most unhygienic job of dishwashing. 
Although the mere thought of putting 
someone else’s toothbrush in your 
mouth makes shudder, yet the 
spoon your two year old puts in her 
mouth at lunch time is the same one 
the maid, or junior who has a bad cold, 
used for cereal at breakfast. All that 
has happened to that spoon between 
its two that it put in 
water not nearly hot enough to be- 
gin to kill any appreciable quantity of 
germs and then it was wiped on the 
same towel with all the other germ 
laden dishes. Yet right there 
for several years there has 
been, an excellent product that not 
only eliminates the nasty, time-con- 
suming elements of this job and does 
it in a very small fraction of the time, 
but does it with scalding hot water, 
really hygienically. It not only saves 
time, hands, and dishes, but it does 
But do 
housewives in general want it yet? 
No! They don’t yet believe it will 
wash dishes well. But it will, and 
will do it much better than they can. 


cases 


you 


uses is was 


now 
is, and 


the job better in every way. 


Dishwashers an Example 


They say they can wash dishes faster 
by hand, but they can’t by any stretch 
of imagination. They say it will 
break dishes, when actually it reduces 
the breakage of dishes. When, after 
a most difficult sales job is done, and 
one is installed, and a woman uses one 
of these electric dishwashers for a 
couple of weeks, she wouldn’t part 
with it. She would give up almost any 
other convenience in her house before 
it. Now, it isn’t my purpose to try 
to sell you a dishwasher, but only to 
illustrate how hard it is to get a new 
idea across. Someday many millions 
of electric dishwashers will be in use 
render a _ service, the 
value of which is much greater than 
their cost. But I’d hate to tell you 


because they 


how many hundreds of thousands of 
dollars it will cost us and other manu- 
facturers of dishwashers in many 
kinds of distribution expenses before 
that day arrives—how much it will 
cost to get into use something that 
not only will be a boon to womankind, 
but from a health point of view, al- 
most ought to be legislated into use. 
Now, our engineers have done an ex- 
cellent job in designing this product, 
but I leave it to you as to who should 
get the credit for getting it into use 
when it finally gets there. 

I could give*you many other exam- 
ples but I shan’t because you'd think 
I was trying to sell products rather 
than an idea. 


More Goods for More People 


In answer to the question of the cost 
of selling the idea of electric dish- 
washing, some will say, “What do 


you care? The consumer will pay all 
these distribution costs sooner or 
later.” My answer is that he will 


pay for some of them, and if we are 
very lucky, all of them. That all de- 
pends on how rapidly the idea catches 
on, how well we have sold our par- 
ticular machine, how good our distri- 
bution is at the time in relation to 
that of competitors who will come in 
after the idea has caught on and, 
therefore, will not have had this ex- 
pense of education. But I am not cry- 
ing about that, my thesis is that even 
if the consumer pays the entire cost 
of being educated, he should be happy 
to do so, if the service he gets is 
worth what he has to pay. Because, 
after all, it’s value in use that counts. 
And getting it into use is distribution. 
Broadly speaking, we might con- 
sider all functions of distribution as 
various phases of transportation—get- 
ting the product to the place of use. 
Now to conclude. Our economic 
objective is, “More Goods for More 
People at Less Cost.” Everyone seems 
to be concentrating on the “Less Cost.” 
And lower costs do financially make 
possible wider distribution of goods, 
but low costs, or low prices, in them- 
selves do not necessarily result in 
greater distribution. I gave you one 
example of that, and I could give you 
dozens more. The reason is that price 
is only one factor in a_ purchase. 
Knowledge, desire, and conviction, 
have to be accomplished or distribu- 
tion cannot be attained. Then, of 
course, large scale production and its 
attendant low costs depend on volume 
distribution. Therefore, in the end, 
low prices depend on an effective pro- 
motion or distribution job. In one 
sense then, if the end itself is justified, 
it may justify the means. Therefore, 
since by and large, we can’t change 
people, and people need promotional 
pressure in order to cause them to do, 
what after they have done it, they 
are glad they did, promotional pres- 
sure is not only justified, but a most 
necessary factor in our economic sys- 
Its cost is as necessary to the 
success of the formula as physical pro- 
duction. If distribution then, hap- 
pens to cost several times as much as 
production, that fact turns out, really, 


tem. 
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to be of only academic interest. Wha 
ever it costs to make and get product 
into use is what must be spent. Th 
only question is whether or not th 
resulting price represents a value tha 
is as great or greater than the co 
sumer feels the product’s service t 
be worth. Competition will see to 
that no unit in either distribution ¢ 
manufacturing will get anything 
hasn’t earned, if indeed it can get tha 

But price has been given so muc 
emphasis as the way to wide distrib 
tion, and the part of legitimate promo 
tion has been so belittled, temporaril; 
there is danger that we may imped 
real progress. Advertising has bee 
criticized from so many _ source 
that even some of us in the busines 
who know its value and importance 
in our economic scheme, begin t 
wonder if what we know to be tru 
may not be. I think one of our grea 
troubles is that we do such a poor jo 
of advertising advertising. We know } 
is one of the greatest forces for ecc 
nomic progress yet devised by man. Bu 
even so we let, not first rate, but s 
called economists and theorists under 
rate both its value and its effectiveness 
However, more alarming than that 
not only is this belittling coming fror 
theorists outside our own companie 
but the effect of the propaganda i 
being reflected many times on tl 
thinking of our own people. It is ne 
surprising that some of them a 
affected, but what is more deplorab 
is that many of these most noticeabl 
influenced are sales executives. Sale 
executives at times get so price co 
scious that they forget, if they eve 
knew, what really causes people t 
buy and what the most importa 
stimulant there is to make possib 
“More Goods for More People 
Less Cost.” As we all know, price cut 
ting is not selling nor is it in itse 
the way to build an industry. 

Advertising, like everything else, ha 
its faults. But when people say ad 
vertising is garrulous, I say so is t 
United States Senate. When th 
say advertising is wasteful, it talks t 
many to influence a few, I say so do 
the church. When they say advertis 
ing makes us live beyond our mean 
I say so does marriage. 

All things, even good ones, hav 
their shortcomings. But, as we a’ 
know advertising, it’s the most eco 
nomical means yet devised for bringin; 
seller and customer together and i 
shortening the time between inven 
tion and profitable use. Thereford 
let’s all resolve today to do a bette 
job of advertising our profession le: 
those who don’t really know its valu 
cause it to be used less than it shoul 
be. And let’s do a better job of teach 
ing the true story of distributior 
letting more people know the value t 
them of distribution services. Let 
demonstrate and teach that the red 
question is not, how much can th 
cost of distribution be cut, but rathe 
how efficiently can we distribute? | 
these ways we can do much towar 
helping our country attain its econom! 
aim—‘More Goods for More Peop! 
at Less Cost” and that, Promotion, ni 
Price, Begets Progress. 
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SHERS 
by the 


Carload 


—That's the way Elsie Wasson 
Ind. likes to 
buy them — and with the 
help of her brother, sell them 


of Booneville, 


ards Elsie and her brother Wilbur are wearing gave 
them a lot of free advertising. 


Sure, 


ie |S he Be 





Wasson's have a repair shop—sell as many used washers as new ones. 


Booneville, Indiana, is a town of 4,208, some 30 miles from Evansville. 
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EMEMBER in the old days 
when a new girl came to town, 
and you were willing to give 

your left hind leg for a chance to meet 
her? 

\ lot of grown-ups, too, it appears, 
would like to get acquainted with other 
people, but they dassent. It seems to be 
an all around human failing—to long 
to speak to somebody, but not have the 
crust to step up and do it. Little Elsie 
Wasson, who owns an electrical busi- 
Indiana (pop. 
4,208) noticed these vague yearnings 
of the human race. 


ness in Booneville, 





So at the county fair Elsie Wasson 
organized a mixer on a grand scale. 
To everyone passing the booth of the 


Wasson Home Equipment Company 





she pinned a card with a number in 
duplicate. Find the other fellow with 
the same number, bring him or her 
down, and you got a prize. In no time 
at all the grandstand fairly bristled 
with yellow cards, and the place boiled 
with old and young boys and girls on 
the loose, ostensibly seeking a twin 
number, but actually busting into each 
other with a legitimate excuse to shake 
hands. 

Naturally you may assume that the 
amount of duplicate numbers were 
salted judiciously, and the couples who 
came down for prizes poured out the 
story of their family’s electrical equip- 
ment before receiving their modest 
gifts. The fact remains that a cute 
idea sprung at a timely moment gave 
the Wasson Home Equipment Com- 
pany a burst of publicity that could 
not have been equalled by anything 
else. 

Electrical Merchandising salutes 
Elsie Wasson for two reasons. 1. As 
a girl who had courage to hop into a 
difficult business and make it go. 2. As 
a creator of jobs for her brothers at a 
time when things were difficult. 

Five years ago she opened up shop 
with one of her brothers doing the out- 
side selling and Elsie holding the fort. 
Maytag washers and Norge refrig- 
erators were her ace names. The firm 
went steadily ahead, hitting its peak in 
1937, with 137 washers sold. In 1939 
it put out 30 refrigerators and 64 
washers. Incidentally half the wash- 
ers were gas engine models. 

Virtually all of the selling is done 
outside. Brother Wilbur, 21, went 
36,000 miles in his car in 1939. He 
sold 64 new washers and 64 used ones. 
Elsie figured it cost the salesman 
around 15 per cent to sell, and the firm 
around 15 per cent to operate, leaving 
a 10 per cent profit for the house, 

(Continued on page 64) 
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The Howell Electric Company of Reno have 
found the answer to selling the complete job 


Selling 
PACKAGED 
KITCHENS 


By 





Clotilde 


Grunsky 





NE day some year and a half 
( ) ago Jack Howell of the How- 
ell Electric Company, Reno, 


Nevada, sold an electric range and a 
retrigerator to a 




































customer, who said 
nothing at all about the type of sur- 
roundings in which the equipment was 
to be used. When it came to making 
the installation, Howell found that the 
kitchen was a hopelessly old fashioned 
one, in which the new appliances ap- 
He was ashamed 
“Why not let me do 
the whole thing over?” 


peared incongruous. 
to put them in. 


he suggested 


to the customer—and added a few 
selling points. The owner told him to 
gO ihe i 1 

Jack had a good time with that 
kitchen. He drew up plans, renewed 
linoleum, painted 


put in cabinets, 
woodwork and installed new lighting, 


: 
i 
with the result that the kitchen in the 


end looked like a housewife’s dream. 
Both the man and his wife were 
. delighted They invited all their 
friends to see the new room. They 
gave parties in the kitchen. They 


told everyone that Howell had done 
the whole thing. One or two of the 
friends where so impressed that they 
thought they’d like to see what Mr. 
Howell could do with their old fash- 
ioned kitchens. 

That started the thing. Before very 
long the Howell Electric Company 
had developed a local reputation for 
kitchens—not just electrical equip- 
ment that goes in kitchens, but kit- 
chens complete, the kind of job where 
the customer signs the order and then 
forgets about it until somewhat later 
he is handed the key to the finished 




















job. During the year after starting 
this first complete kitchen, Howell put 
in twenty-five of them in a city of 
11,000 population, with a _ trading 
area of not more than 30,000—and 
the business seems to have just gotten 
under way. Cost of the installations 
has varied from $800 to $4,000, de- 
pending upon whether _ structural 
changes have had to be made. Lower- 
ing ceilings and changing walls runs 
into money. 

This sounds like a lot of money to 
pay for any one electrical job in the 
but Howell has an argument 
sells the idea to the customer. 


home, 
which 


At the left is Jack Howell of the Howell 

Electric Co., Reno, while below, G. H. 

“Duke” Mudd poses in the model 
kitchen of the Howell store. 








“You pay that much for a car” 
tells them, “which depreciates 
ously the day after you buy it 
continues to lessen in value for e 
year it is in use. Your kitchen is 
as important—in fact, it prob 
means more in the life of the he 
wife—and it has added a perm 
value to your home.” 

The job may start from any 
of a number of points of entry. 
few people come in and ask 
kitchens because they have seen 
of the finished jobs and covet a 
ilar result for their own homes. } 
frequently the idea starts wit! 


prospect for a range or a refrig 


tor, or an electric dishwasher, 
is built up to a complete kitchen 

Howell has come to believe 
the dishwasher and disposal unit 
the heart of the sale. They have 
yet won the public acceptance 
feels they deserve. But they 
complete satisfaction when they 
installed. Once let the customer 
the idea that electric dishwashin 
a desirable thing, he says—and 
kitchen is as good as sold. 

So he concentrates on this a 
ance. One of his most effective 


gles of approach is what he calls 


“cosmetics story”—the fact that 
electric dishwasher enables the h 
wife to keep her hands out of 
dishwater. To the woman this m 
the possibility of keeping fresh 
attractive without the effort of 
ing to wear rubber gloves, use 
tions, or any of the many makes 
which women have been accust 
to employ in an endeavor to 4 
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been done over—and 


importance of the protection which 
the dishwasher affords. 

It is important not to give up the 
sale because old fashioned housewives 
still have a prejudice against any- 
thing new. Howell has found that 
it pays to persist even against such 
opposition. In sold the 
husband a complete kitchen for the 
home, but found that the wife still 
felt the dishwashing machine to be a 
waste of money. In fact, she stood 
about most of the time it was being 
put in and scolded the workmen. 
She had washed dishes for twenty- 
five years, she said, and wasn’t look- 
ing for any relief. In fact, she made 
things very uncomfortable for Mr. 
Howell. But he put in the dish- 
washer. 


one case he 


Three months later she came in to 
see him in the store and offered an 


apology. She had been mistaken, she 
said. She knew that she had made 
trouble for him, but that was be- 


cause she honestly hadn’t believed that 


protests that she didn’t want the con- 
traption and wouldn’t use it. Nor 
did she—for the first three days after 
it was put in. She brought out the 
dish pan and did the dishes in the 
good old fashioned way. Then his 
father tried out the thing, a little 
apologetically, just to see whether it 
would work. A week or so later found 
his mother doing all her dishes that 
way—and showing it off to her 
friends. She has since told him how 
glad she is that he disregarded her 
skepticism. 

The moral to these stories from a 
sales standpoint is that it does not 
pay to become discouraged at a little 
opposition. The more doubtful the 
prospect seems in the first place, the 
more enthusiastic she will be later 
on. The corollary to the proposition 
is that it pays to follow up these 
people later on—they are the ones 


who develop prospects among their 
friends. 
Indeed, the package kitchen idea 





to have the visitors come and in all 
probability would stand around mak- 
ing laudatory and helpful comments 
while the kitchen was being shown. 

Mr. Howell himself, of course, has 
not been the only one of the store’s 
staff who has been handling the sale 
of kitchens. There is, for instance, 
G. H. “Duke” Mudd, salesmanager 
of the store—and there are four sales- 
men who spend most of their time 
out in the field. These 
been thoroughly trained in the tech- 
nique of kitchen selling and are always 
on the outlook for the opportunity 
to raise a $150 appliance sale to a 
kitchen job, which will involve sev- 
eral hundred dollars. They are armed 
with complete kitchen selling kits. 
The basis of the presentation is the 
album with the story told pictorially. 
It is possible to turn the pages of 
this book and to let the pictures lead 
the way conversation which will 
bring out the important selling points. 
The men also carry sample blue prints 


men have 


to 








‘Howell has found one 
ustomer who gives 
ard parties in her 
itchen since it has 


ends him prospect 
after prospect”. 


wo views of one of 
he complete kitchens 
nstalled by Jack 
owell in a remodelling 


job. 














their hands 
% strong soap, hot water and scour- 
ng materials. For the husband, it 
neans a wife whose hands have at- 
ractive softness and whose disposi- 
ion remains unruffled, not to men- 
ion the definite savings in cosmetics, 
hrough doing away with the lotions 
ecessary to keep “dishpan hands” in 
ondition. 

Then there is the matter of health. 
‘What would you think of a dentist 
who failed to sterilize the instruments 
sed in your mouth?” he asks. “Have 
fou ever thought about the forks and 
poons which are sometimes sketchily 
ashed and dried on a towel which 
Ss far from sterile?” Even within 
he family there are times when the 
actor of surgical cleanliness may save 
hassing on a common cold or chil- 
ren’s infection. It does not take 
ng to convince the customer of the 


he inevitable results on 
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the dishwasher was worth the money. 
Since she had used it, she had changed 
her mind. It was grand. In fact, 
it had meant more to her in freedom 
from unpleasant tasks than anything 
since the change from a wood stove 
for cooking. She wanted him to 
know that she was telling her friends 
the same thing—and she gave him 
the names of several who might be 
interested. Since that time, sixteen 
dishwashers have been sold through 


her installation, some of them part 
of a complete kitchen installation, 
some as supplement to an electric 
range and refrigerator already in- 
stalled. 

Mr. Howell learned patience and 
persistence in selling dishwashers 


from his own family. He had in- 
sisted upon installing a complete elec- 
tric sink for the convenience of his 
mother in her home, in spite of her 


1940 


apparently needs nothing more than 
a good start to carry itself with its 
own momentum. Howell has found 
one customer who gives card parties 
in her kitchen since it has been done 
over—and sends him prospect after 
prospect. Another, whose doctor told 
her that what she needed was a “com- 
plete change of environment” took 
her medicine in the form of remod- 
eling her kitchen completely and now 
tells her friends about her painless 
“cure”, with enthusiasm. 

In every case the kitchens already 
installed are the best sales arguments 
for the sale of more. “If I had a 
client today who expressed an inter- 
est in a complete kitchen job or whom 
I was trying to interest in one,” says 
Howell, “I’d put her into my car 
and take her out to see one of the 
homes where the job % complete.” 
Any one of the owners would be glad 


of kitchen jobs which have been in 
stalled in Reno and photographs of 
local jobs, as well as of model kitch- 
ens in which cabinets and appliances 
have been joined possible 
combination of and 
beauty. They carry elevation draw- 
ings in color of the type the firm is 
prepared to furnish to clients. Much 
of this material is furnished by the 
manufacturer, supplemented by local 
photographs and information in re- 
gard to actual installations. The 
salesman is prepared to sit down and 
tell the whole story from organized 
material. He has a color scheme 
chart and linoleum samples from 
which to choose. 

And then, when the time comes, he 
unfolds a kitchen measuring kit, in a 
fitted case, with rule, pencil and co- 
ordinate paper to take the measure- 

(Please turn to page 65) 
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Department Stores Show GAIN 


Improvement in Net Results in Appliance Operations — 1939 Figures 
Compared with 1938 from Controllers’ Congress Report, N.R.D.G.A. 


Ernest C. 


Hastings 


By 


, NX HE 1939 departmental merch- 
andising and operating results 
department and_ specialty 

stores as prepared by the Controllers’ 
Congress of the National Retail Dry 
Association contains most en- 


for 


Goods 
lightening and interesting statistics on 
the sale of major electrical appliances. 

This comprehensive digest reached 
us just in time to present in this issue 
of ELectRICAL MERCHANDISING facts 
which should be helpful in planning 


your merchandising and operating ac- 
tivities for the last half of 1940. 

Controllers’ Congress 
under three 
department number 77-R or mechani- 
cal refrigeration; 77-O or all other 
major appliances ; 77 or a combination 
of numbers 77-R and 77-O. 

Since refrigerators have represented 
so large a percentage of total appli- 
sales it is fortunate indeed we 
have their data separated from the 


figures are 


presented divisions— 


ance 


rest of the department. Especially is 
this true since other major appliances 
appear to be making a better showing 
at this time than is true of refrigera- 
tors. Maybe we all had better shove 
along or we may miss the sales-boat 
for ranges, washers, water heaters, 
ironers, and cleaners. 

The Controllers’ Congress says in 
its bulletin, “with respect to the col- 
lection of comparable data, the appli- 
ance departments present matchless 
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1939 MERCHANDISING AND OPERATING RESULTS FOR MAJOR APPLIANCE SELLEDEP 


MERCHANDISING STATISTICS 
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38.9 3955.3 5.21.6 65.2 4.5) .7 430.4 31.43.11 2680 110/17.3 -_ 49.87 45.41 54.72 44.86/57 177 24 15 
| | 
*ESTIMATED MAJOR APPLIANCE VOLUME 
37.4 37.565 62 .5 542 4.5 328.7 29.13.7 3.976 11616.5 13.3 90.15 83.26 | 69.75 70.69 | 69 70 20 21. 3 
34.9 36.26. 5.5; 2 43.7 38 27.6 2893.8 4972 11117.7 13.3 132.33 128.41 | 123.29 118.07'56 72 36 2387.7 3 
38.5 38.972 64 7  \ a8 oe 629.5 30. 36 4. 80 11915.1 145 49.24 48.67 51.25 52.92 (3 85 13 13%8.1 | 3 
“ESTIMATED MAJOR APPLIANCE. VOLUME 
= : - 
36.1 36.76.33 5.51.1 934 3.8 3 428.8 29.448 5483 10718.3 om 70.79 80.86 55.33 65.86. 72 76\;20 16m. 3 
34.6 36464 5.61. 93.1 3.7 27.5 28.558 5676 9718.6 17.7 119.91 127.58/113.05 117.54'70 75\|24 2997.6 3 
38.4 39.661 5. 12 1.3.7 4. | .7 730.1 31.942 5888 118182 16 50.21 52.95 52.40 seed 75 80 15mp-9 | 3 
_ “ESTIMATED MAJOR APPLIANCE VOLUME C 
35.3 37.266 48 9 313.7 3.6) 5 527.3 30842 5473 10517.2 14.6 66.54 70. 37 | 52.67 58.06 | 68 16 | /23 18 3 
32.6 35.46. sf 5S 229 29 4 1 26. 29.144 5.870 10918.1 15.9 128.44 135.10\112.45 12284170 76 | 25 18 | 3 
38. 39. 74 461.4 A445 3.7 27 8 29. 33.0 4. 5.575 116)16.5 ms 37.63 40.90 | | 34.98 42.19 | 67 68/21 22 | 3 
| - a 
“*ESTIMATED MAJOR ‘APPLIANCE VOLUM VE C 
THE FOLLOWING TABLE REPRESENTS AVERAGES FOR ALL DEPT. SPEC 
Pa a : : ) a 
1939 1939 1939 1939 1939 1939 1939 | 1939 | 1939 1939 1939 1939 | 1939 
ine hei Meas 4 a, Ta sa : 
36.9 5.6 5 4.2 4 29.5 4.3 108 14.6 | 77.16 60.55 | 75 18 
35.5 5.6 4 3.9 28.2 4.5 102 15.6 128.41 119.49 74 21 
39.0 5.6 SS 4.6 6 31.5 4.2 114 14.2 48.67 48.24 14 


| 





* THIS MAJOR APPLIANCE VOLUME IS ESTIMATED BY ELECTRICAL MERCHANDISING 
USING PERCENTAGE OF APPLIANCE SALES TO TOTAL STORE SALE. 
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**DEPT. 77 IS TOTAL MAJOR APPLIANCE SALES (77R PLUS 770). 
DEPT 77R IS MECHANICAL REFRIGERATOR SALES ONLY. 
DEPT. 77-0 IS ALL OTHER MAJOR APPLIANCES. 
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SELLEDEPARTMENT STORES AS REPORTED BY CONTROLLERS’ CONGRESS OF NR. 


difficulty. * * * * * An effort was made 
to portray typical or goal operations 


based on usual merchandise proce- 
dure.” 

Explaining this explanation, it 
means that Mr. Kleinhaus and his 


assistants have tried to eliminate all 





departmental statistics which do not 
reflect regular merchandising and op- 
erating practice. Selling from sam- 
ples, delivery by distributor or maker, 
service departments not considered a 
part of regular store service, are 
ruled out of the figures in the chart. 
Possibly the appliance figures are 
not accurate those for other 
departments, but the fact remains they 
are the Best in existence at the present 
time. In our opinion, the very con- 
sistency of percentages and dollars 
from year to year, and from group to 
group proves them to be plenty good 


as as 


enough to be used for 
purposes or as a guide. Perfect sta- 
tistics like perfect wives just do not 
exist except in the imagination. That 
also goes for husbands. We put in 
those last five words as a matter of 
protection. 

Before taking up the individual 
items on the chart we would like to 
give our general reaction to the re- 
port on major appliance selling in 
department stores. 


comparative 


It looks as though mechanical re- 
irigerators are beginning to take sec- 
ond place to other major appliances 
(77-O) insofar as merchandising and 
operating statistics are concerned. For 


example, 77-O decreased 


expense 
ratio to sales by 2 percent and in- 
creased sales 14 percent while the 


best 77-R, refrigerators, could do was 
to decrease expense ratio 1.7 percent 


. 


and increase sales 2 percent. 

It is apparent if department stores 
are to make the most of their major 
appliance departments they should 
continue the pressure on the sale of 
refrigerators, but they must increase 
their efforts in other major appli- 
ances. The necessity of this is borne 
out by an examination of the merch- 
andising, and operating expenses in 
the chart published with this article. 
Other major appliances made a de- 
cidedly better showing than refrigera- 
tors in practically every classification. 
Bear in mind 


this was before the 
price-war—or whatever it was—of 
1940. There is every reason to ex- 


pect refrigerator selling this year to 
show up even worse in 
comparison than in 1939. 

This not mean 
“thisis” and “thatis” 


percentage 


does putting the 


out in front and 


OPERATING EXPENSES --- PER CENT TO RETAIL SALES 


shoving the refrigerators to the rear. 
The latter still roll in the dollars even 
if their percentages are down. We 
have never found a way to pay bills 
with percents. Tough credit guys 
still insist on dollars. 

Time and space forbid more gener- 
alities but we will sneak in just one 
more. Major appliance selling is very 
definitely improving in the department 
store field. 

And now 


for the individual items. 


Cumulative Mark-on 


The department as a whole (77) 
is just about equal to 1938. Refriger- 
ators (77-R) went down some but 
other major appliances (77-O) gained 
enough to make up the difference. A 
tie between the two years, we'd say. 

(Please turn to page 32) 


D. G. A. 















































Stocks Occupancy Publicity Selling a 
c 
ory —_——__—_—_— — : i 
e c 
a News- Sal G | 6 e 6a Z 
Fixed es enera . 2 2 ie 
6 to 12 Plant Total yee Total £ Pespie Seles Delivery Total = 5 Zs | °s 
man 2 eu és Za 
'38 °39 wiw RTs. Bi sR Bim Fis ‘38 «39 ‘38 4°39 .°38 ‘39 ‘38 «'39 ‘38 «=«'39 ‘38 39 
24 22973 23 2. 44 43)2.7 3.2 ;)45 7.2 | 4.4 14. 2.1 1.6 18.2 40.8 389, 128L 91L 77 77R + 77-0 
34 24978119 21/42 41/525 3.1 42 3.5 | 43 13.8 1.7 2.4 18.6 40.3 38.1 ,129L 13. L TTR Refrigerators 
22 0 ( 9MB.4 1 2.7'22 46) 3.9' 29,18) 48 25 | 45 14.2 2.4 1.2 17.8 41.3 39.3 | 12.7L 4.5L 77-0 | All Other 
¥ a} rae all | Major Appl. 
\LUMEBVE GROUP FROM 16 TO 30 THOUSAND DOLLARS 
27 #15m@7.9 | 3. 3 65 62/39 3.3/)55 5.7;|47 46:)106 11.1/)27 16/16 2. 15.7 15.2 409 395 107L 9.4L 77 7IR + 77-0 
30 98.8 | 26 1.7 | 46 5. 3.9 3.7|55 51;,45 3.2 | 10. 10.926 2. 1.7 16/1938 15. 38.9 38.1 8.9L 10. L T7IR_ | Refrigerators 
24 15978 /'3.5 33/°579 64,38 23/)54 45° 5. 3.6 106 12 29 13/1158 &. 15.9 161 | 428 39.4,/124L 8 L 77-0 | All Other 
, eet ae eS - A 4 ey i | Major Appl. _ 
YLUMEBVE GROUP 30 TO 60 THOUSAND DOLLARS 
20 21 ae 6G 48 54°36 41 59 63 45 4. 11.2 10.4 4, 18,14 25 | 162 15. 39. 38.9 /103L 9.8L 77 | 77+ 77-0 
36 2387.7 | 3. 27\|46 41/129 3. 5.31 S01 ae SS | a Te i G2 & 1.3 2.1 | 13.9 13.7 | 37.1 36.8 9.5L TIL TTR |. Refrigerators 
13 1388.1'3.2 28,49 54,43 36/65 56,44 48 11.4 112/42 2 14 1.7 17.2 15.4 | 409 402 />11.4L 102L 77-0 | All Other 
ee i Wee. oe a S as Bet >. Se | Major Appl. 
YLUMEBVE GROUP 40 TO 125 THOUSAND DOLLARS 
20 16m). 3.4 3.3 6. 5.3 44 44) 6. 5.4 48 4.5 9.7 95 2.7 22 12 18 139 128 39. 35.4,;102L 6 L 77 | 77R + 77-0 
194 9997.6 3.1 2.3/5.7 58/1/41 41/56 52/51 4.5 9.7 9.7125 2.4/1.1 19) 13.6 13.2 | 381 368/106L 8.3L TTR | Refrigerators 
117 15.9 | 3.5 3. 6.1 6 45 33/165 42 °>46 42 9.7 98|2.9 2.7113 22/143 142 | 39.9 35.2 9.8L at 77-0 | All Other 
‘ (pags i : Ba |__| Major Appl. 
YLUMEMVE GROUP 90 TO 200 THOUSAND DOLLARS 
23 108/72 /\3.5 26/62 5. 47 441'69 62 | 3.8 4. 8.1 7.6 | 3. 25\'1.4 @. 13. 12. 37. 48 ,/106L 4 L 77 | 77R + 77-0 
195 1067.2) 3.1 24)/)61 51/44 39/63 5.7 | 4. 4.2 oS GZias Fs -F 42/1136 13.5 | 302 33.7/122L 66L TIR Refrigerators 
191 29m7.6 | 4. 2.7\|64 6. S31 Stilts VAine 44 7.5 7.2);28 36/)1.7 1.7 |126 12.1 | 37 37.5 86L 4.5L 77-0 All Other 
| ee ae 7 Major Appl. 
YSLUMEBVE GROUP 150 TO 1500 THOUSAND DOLLARS 
EPT. SPECIALTY STORES REPORTING DOING OVER 1% MILLION ANNUALLY 
1939 1939 1939 1939 1939 1939 1939 1939 1939 1939 1939 1939 
re ie - - = inane eae —— | 
18 2.9 5.3 3.6 5.8 4.5 9.7 2.1 2.0 13.8 37.7 8.2L | 77 77R + 77-0 
21 £.3 49 3.6 5.2 4.4 9.6 | 1.9 13.7 36.8 8.6L | TIR_ | Refrigerators 
14 2.7 5.3 3.6 5.6 4.3 10.1 2.5 7 14.5 38.2 6.7L | 77-0 | All Other 
| Major Appl. 
All figures in the above chart, except (*) estimated volume, taken from the 1939 Depart- 
mental Merchandising and operating results of Department stores as prepared by the 
Controllers Congress of the National Retail Dry Goods Association. 
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1] th oo 
The Modern Kitchen Bureau held an executive Davis M. DeBard of Stone & L. R. Parker, in charge of C. E. Michel, Union Electric 
committee socion ef the convention. Ro-clected Webster Service Corp. and R. merchandising activities for the Co., St. Louis, Mo., chats with 


chairman was Walter H. Sammis, at far end of table. B. Marshall of Electromaster, Commonwealth & Southern Preston S. Millar, president, 
Former Chairman George E. Whitwell is in foreground. snapped in convention hall. Corp., strolled in the sunshine. Electric Testing Laboratories. 


EK. E. |. wzeets at 
Atlantic City 


Some personalities snapped at the annual con- 


: ' : ss F Thomas N. McCarter, Jr., of Mr. and Mrs. Bruce Fleming of E. L. Wiegand 
vention of the Edison Electric Institute meeting Public Service of N. J., with Co. (Chromolox) left and right, pose for their 
A. H. Schoelkopf of the Niag- boardwalk picture with Ralph Jones, head of 

ara-Hudson system. Ralph Jones advertising agency, Cincinnati. 


D. C. Marble of Hotpoint, left and John Wicht, manager of G-E's laundry Joseph McKinley of Duquesne Light, C. E. Greenwood, commercial manager, 

Webb" Theleen of General Electric division, in a serious confab with Boyd Pittsburgh; W. H. Ochiltree of Ochiltree E. E. |., Francis McQuillen of West Penn 

right, pose for what is perhaps the last Bullock, advertising manager of G-E's Electric, Pittsburgh; G. H. Ousler of Power, and P, H. Powers of West Penn 

picture of well-loved M. H. Beekman of merchandising and appliance division. Duquesne Light and J. R. "Jack" Poteat get together for a confab between 
Hotpoint who later died suddenly. On the beach at Atlantic City. of G-E's range and water heater division. sessions. 


Frank R. Kohnstamm of Westing- C. L. Campbell of the Con- George Conover, the old Com- “Charley” Swartzbaugh, presi- Walter H. Sammis, re-elected chair- 

house, George Chapman of Gen- necticut Light & Power Co. modore, and public relations dent of Swartzbaugh Mfg. Co. man of the Modern Kitchen Bureau, 

eral Electric, and W. H. Thomp- with Arthur E. Allen of Lan- executive of the Philadelphia (Everhot) and president of with L. R. Parker of Commonwealth 
son of Westinghouse. ders, Frary & Clark. Electric Co. NEMA, reads his morning mail. & Southern Corp. 








A. Meets at Oakland 


Outstanding leaders of the electrical industry on 
the Pacific Coast meet at Oakland, Cal., for annual 


convention of the Pacific Coast Electrical Association 


. W. Glosser, Pacific Coast Manager of Hubbard and Emery Wishon and Paul M. Downing both of the Al Joy, and H. H, Courtright, president of the 
ompany congratulates Clyde Huston on his selection as Pacific Gas and Electric Company confer between Valley Electric discuss important matters with 
president for the coming year. sessions. one eye on the camera, 








eft to right: Frank Talcott, salesmanager of the San Francisco division, Two presidents get together—James B. Maj. Moore of Sunbeam appears to be giving 

Pp. G. & E., H. H. Edmund, sales manager of the Coast Counties Gas and Black of the Pacific Gas & Electric Com- A. F. Moriarty of the Central Arizona Light 

lectric Company, and R. E. Fisher, vice president in charge of public pany and H. J. Bauer of the Southern and Power Company of Phoenix, Ariz., some 
relations of the Pacific Gas and Electric Company. California Edison Company. sage counsel, 





‘s a Li ¢ 








Dr. Walker, chief of the California CREA and J. E. E. Royer, president of the G. H. P. Dellman and Al May, both of the Harry Noack, Hubbard and Com- 
. M. Frost, P. G. & E. manager of agricultural Northwest Electric Light and San Diego Consolidated Gas and Electric pany, was general convention 
power sales find the prospect pleasant. Power Association. Company were up from the South. chairman, 


Clyde . Huston, Southern Cali- Vic Hartley, who runs the Pacific From Reno there was Frank Tracy, George West, G. E. Merchan- Smiles by Emery Wishon 
fornia Edison, was chosen as presi- Coast Electric Bureau took an new assistant general manager of dise manager, poses for his of the Pacific Gas & 
dent for the coming year. active part in the discussions. the Sierra Pacific Company. picture between sessions. Electric Company. 























Anybody that rebuilds 
a refrigerator should 
stick his label on it 


and guarantee the job 
says J. W. Rash of Cin- 





cinnati. 
| R'] WILLIAMS, negt 
nedian, used to have a song 
» Ww ts rang ul 
dow e clubhou ind when the 
lights came on one of the brothers 
lay dead “Somebody’ got to remain 
behind—somebody’s got to tell the 
police why dis year brother ain’t alive 
—it’s a wonderful opportunity for 


1 


lot of publicity.” 
Bert, “it’s a wond 


somebody to get a 
“Yessuh,” 


erful 


sang 


opportunity tor 


} 


somebody—for 
somebody else, not me!” 


, 
That is the way the business of 


| 


reconditioning used refrigerators is 


being appr and large over 
the country, in the opinion of J. W 


Rash, R. M. Saville, and C. F. Craw- 


ford, who 


roached by 


together formed the firm 


of Rash-Saville-Crawford, Cincinnati. 
] 


“Let somebody else rebuild them 


properly and stand behind them with 
a guarantee,” dealers seemed to be 
saying, “We'll give ours a _ wipe-off 
and let them go as is, as long as the 
public is willing to buy 

Now that may be very well at first 
blush, according to J. W. Rash, but 
you have only to look at what has 


i yndhand automo 


bile market to discover how quickly 
such a policy fouls the nest. All 


happen to the se 
overt 


the country automobile dealers ars 
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Without a big vol- 
ume, reconditioning 
cannot be done on 
a flat scale, de- 
clares Mr. Rash. 


their secondhand cars, 
which destroy their profits and are a 
drug on the market. Time was, when 
automobile could get rid of 
their trade-ins very easily. But the 
habit of putting cork in the trans- 
mission, of souping up a job so that 
it held together long enough to 
eventually bore 
general public re- 
gards the buying of used automobiles 
is a more perilous venture than horse 
trading, and refuses to have anything 
to do with them unless absolutely nec- 
Call it whatever you like, the 
dog has a bad name, the nest is fouled, 
and the whole mess is a Jemon to the 
industry, all 


with 


cursed 


dealers 


swindle a 
fruit 


customer, 


Today the 


C ssary 


because sO many cus- 
tomers have felt they were gypped. 
The firm of Rash-Saville-Crawford 


is a triumvirate of three refrigerator 








mechanics who saw that Cincinnati’s 
larger, more reputable stores had to 
have a legitimate reconditioning job 
done on their refrigerator trade-ins. 
The Philadelphia story of rebuild- 
ing trade-ins fascinated the boys but 
they quickly found out that a flat rate 
won't work without a volume of 
1,000 boxes to deal with. Even with 
500 trade-ins, so many will cost more 
than $20 to rebuild that an outfit like 
Rash-Saville-Crawford is nicked so 
many times it isn’t funny. A sliding 
scale is much better, say $9.95 for a 
clean-up, $14.95 for a cleanup plus 
minor repairs, and $19.90 for every- 
thing plus the finishing. This gives 
them an out to call up when some- 
thing particularly tough comes along 
and say, “Joe, that Whoozis box is 
going to cost you $30 to rebuild— 


JULY, 


Improperly re-conditioned refrigerat< 
like used cars, can give the industr 
bad name, says this Cincinnati firm 


their re-builts rate a guarantee 


By Tom F. Blackburn 
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shall we go ahead ?” 

In Cincinnati about eight of 
firm’s customers send in their t 
for conditioning on the foreg 
basis. Anywhere from 10 to 15 
ers sell the trades outright to the 
Incidentally on these boxes about 
out of five are scrapped in the 
run. 

In fact, Mr. Rash says, any 
trades he sees in Cincinnati will g 
up something like this: 

200 will be scrapped 

100 will cost over $20 to recd 
tion 

100 can be cleaned up for $10 

100 will cost from $10 to $1 
make salable. 

However, as things are runnin 
Cincinnati today, 10 per cent of 
boxes a dealer gets in trade he 


ELE 


| 


ight of 
their t 
> foreg 
)to 15 
to the 
's about 
in the 


Ss, any 
ti will s 
to recd 


or $10 
1 to $13 


runnin 


cent of 
‘ade he 


NDIS! 


VRE THEIR BUSINESS 


This Cincinnati firm has specialists on 
each angle; here is the motor man. 


esell without any expense for fixing. 
An analysis of what causes people to 
urn in their boxes, in Mr. Rash’s 
pinion, would reveal something like 
his : 

15 per cent of the pe 
vant a bigger box. 
y) 


ople trading in 


5 per cent have orphans on their 
ands and find they can no longer get 
bervice. 

10 per cent may be called disasters ; 
hey are 


victims of high pressure 


Rebuilders like to get work to do during 
the dull months to keep their men busy. 


salesmen and 
thing. 

50 per cent of the boxes traded in 
are not operating. 

And as about 20 per 
cent of the trades are ready for junk. 

One of the that Rash-Sa- 
ville-Crawford is proudest of is the 
fact that they put their tag on every 
box they rebuild, and stand by it 
under a guarantee Starting eight 


ago, one of their features has 


about the whole 


sore 


said before, 


things 


years 


Here's one of the boys checking the gas on a Rash-Saville- 
Crawford job. 
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Women are innocent victims on reconditioned refrigerators; 
how long they will remain so is a question. 


been to pick up boxes from a dealer 
and during the dull days of winter 
recondition them and have them ready 
for him the following spring. 

The chain store competition in Cin- 
cinnati has the habit of accumulating 
a bunch of trade-ins, running a page 
ad and selling them “as Often 
the salesmen call back on these people 
who bought the trades, and offer to 
take them off their hands and apply 
the purchase price on a chain 


° 99 
1S. 


new 


store box if they are not satisfied. 
The effect of selling used merchan- 
dise like this 
checked over is 
Rash’s opinion. 


unless it has _ been 

not sound, in Mr. 
Women are particu- 
larly easy victims, as they expect any 
refrigerator that looks all right to be 
all right. Because of this ignorance 
mn the part of the public at the present 
moment, there is a chance for sloppy 
jobs of rebuilding to be done and sold 
without any trace of responsibility. 


There's no use fooling with old refrigerators unless you have 
a complete line-up of parts for all makes. 
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Washer Mer, 


Here are some shots showing the informal side 2! 


ligan, v. 





The “brain trust’ meet—J. C. Nelson of Easy, C. G. Franz of 


ening @ 
Apex, and R. J. Simmons of Birtman Electric. 


of the American Washer-lroner Association’s # ™"* 


mid-summer meeting at Olympia Fields, Chicago 


e- h i 


N. Merritt of Meadows, George L. Meyers Jr., of Stewart- One of the top drawer salesmen of Armco 
Warner Die Casting, Carl Huff of Bliss & Laughlin, Lou Upton lron was present—John Ingerson of American 
1900 Corporation. Rolling Mill Company, Middletown, Ohio. 


A misty rain was coming down on this picture of 
C. L. Caughlin, president of Briggs & Stratton, Dave 
Hays of General Electric and A. W. Bartling of G.E. 











PA 
| 
“A 
| 
Scott Long of Briggs & Stratton reached for the Neither Jack Schuler of Lovell Wringer or Walter O. Two suppliers and two Dexter men—D. H. Thomas of . é 
chips, Nick Etten of Chamberlain threw out a smoke Hausser of Lever Brothers, make washing machines, Sunlight Electric Mfg. Co., Dell Rizor of Dexter, 
screen. Looking on is, left to right, Ed Oehler and but that is where their heart lies. 


Leo A. Shea of Moraine Products, and Tom Hunt, 
A. E. Askerberg of Horton. one of the crown princes out Fairfield way. 
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side : dot of folks don't know it but H. Paul 
ligan, v. p. Easy, is a fullfledged lawyer. 
. ening at the right is J. J. Nance, Easy 
s manager, and Earl Patch of Moraine 
on Ss © Products. 


ago 


ABOVE 


Center, is President W. Neal Gallagher of 
Automatic Washer and the association; left 
is Harold Andres of Lever Brothers, right 


is Glenn Franks of Altorfer warming up. 
Carl Decker, Vern Dunn and Ed Pezolt watch old 
"Doc" Boone of Mullins, lead with his chin. 


RIGHT 


"Rock" Smith, Hotpoint, pays his first visit 
to a washer picnic; left, a fat friend, 
Tom Blackburn, Electrical Merchandising. 


RIGHT 


he gentleman with the  horn-rimmed 

blasses is Carole Lombard’s uncle, Art 

Peters of American Ironing Machine. With 

im is Scott Long of Briggs & Stratton, 

. L. Etten of Chamberlain, Ed Oehler of 

Briggs & Stratton and A. E. Askerberg of 
Horton. 





RIGHT 


Two of the younger generation make their bow; 

BELOW between John R. Hurley of Thor and R. C. Hanna, 

- N. Merritt of Meadows doesn't know his G. E. Ft. Wayne stands Jim Gallagher, son of the 

own strength, so Bill Shaw photographs it association president, and Bill Galbreath Jr. of 
for posterity. Alliance Porcelain Products. 
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HERE’S WHY 
LEONARD DEALERS 
ARE CASHING IN! 


@© a sounn proouct 


AN UNEXCELLED 
@ “step-up” PLAN 


LARGE TERRITORIES 
WITH OPPORTUNITY 
FOR BIGGER VOLUME 



























EONARD EvectRe 
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and June Sales 
e Even Greater - 


Wer 





3 7imed (lt Grea! 


LEONARD SALES FOR MAY 
INCREASED SENSATIONALLY 
OVER MAY, 1939 








A RECORD SELLING SEASON FORECAST 
AS SALES CONTINUE MOMENTUM! 


HIS year Leonard dealers were 

given their greatest opportu- 
nity—and they’re cashing-in with 
sales increases that are making old- 
timers blink and rub their eyes and 
blink again! 

Leonard has given them just 
those things necessary to do a real 
selling job...a sound product... 
a price structure and values that 
meet all competition ...an unex- 
celled “Step-up” plan that leads 
buyers naturally and easily to the 
models that provide real profits . . . 
and larger territories that give 
ample room for development and 


bigger volume without destructive 
competition in their own line. 

Sales figures show how they’ve 
profited. During the all-important 
month of May, shipments to Leon- 
ard distributors and dealers were 
three times those of May last year, 
June sales were ahead of May, and 
the trend is to even higher levels. 

Yes, a Leonard franchise pays 
real dividends because it’s planned 
that way... planned to give you 
everything you need for successful 
refrigerator business! 


Leonard Division 
NASH-KELVINATOR CORP., DETROIT, MICH. 
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Department Stores /ike Styling 


ACK in the days when 

were rubbing two sticks to- 

gether to get fire, the women 
in the tribe were stringing bits of 
clam shell into necklaces. Down 
through the ages the need for warmth 
and the desire to dress up have been 
nip and tuck emotions. 

They are meeting again right now 
on the fifth floor in Gimbel Brothers 
Department Store in Milwaukee, 
Wisconsin. 

“We have found that the oil space 
heater should combine practical oper- 
ation plus prettiness,” William E. Al- 
vord, buyer of electrical appliances, 
“In a department store we can 
see that wives buy space heaters from 
the furniture sense. The heaters are 
going in the best room in the house. 
They must have ability to blend in 
with the other furniture, and an at- 


men 


says. 


tractiveness which will cause the 
visitor to exclaim, “ain’t that some- 
thin’ ?” 

Gimbels has had a successful oil 


heater department. Bill Alvord is 
going into his fourth winter with them. 

“These appliances look pretty inno- 
cent,” he told Electrical Merchandis- 
ing. “When they first came on the 
market every tinship in the country 
said, ‘there’s something bat 
out easily.’ A lot of dealers bought 
on the basis of all-coons-look-alike to 
me. We did. We thought there was 
nothing to it, and our first 
planned to pass them out with the dis- 
tributor doing installing and servicing. 
Distributors can’t see the public serv- 
ice angle of the department store busi- 
ness, and that didn’t work out. 

“On our second year, got a 
lemon, merchandisingly. Our salesmen 
were enthusiastic, sold any size heater 
to take care of any house, led people 
to think they used little oil, cost less 
than coal. As a result we got so many 
back that we had to stay in the busi- 
ness the next season to get rid of 
reverts. 

“By this time we knew there were 
a few manufacturers in the business 
who put engineering into their heat- 
ers. They delivered, when properly 
installed. We got two right, depend- 
able makes (Evanoil and Duotherm). 
Our service men had learned how to 
make a proper installation, knew what 
to expect. We went to work on our 
salesmen and made them realize that 
heaters must be sold only in sizes 
that fit the jobs they are to do. We 
rooted out all that talk about cutting 
heating bills in half. 

“Last year our salesmen started 
getting a rough layout from the cus- 
tomer of the space to be heated. The 


we can 


year we 


we 
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After all, they are going 
to be show pieces in the 


of 


Bill Alvord 


parlor, 


Gimbel's, Milwaukee, says 





William E. Alvord and his 
Kieft, believe that oil heaters belong in 
department stores. 


chief, Ray 


prospect has a vague idea of room 
sizes, but is always delighted to draw 
floor plans. We learned the expos- 
ures, the insulation, the age of the 
building. That prospect was not al- 
lowed to take the 
heater in stock on 
men checked 


smallest, cheapest 
his place. Our 


service the house with 
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Women buy them because of their ap- 
pearance, and match them up with other 
living room furniture. 


these plans when they went out, and 
were instructed to stop the installa- 
tion if it not going to work. 
Frequently the service men insist on 
installing in another place than 
marked by the customer, if they think 
it best. We don’t want reverts. 
Proper selling and proper installing 
are the ways to forestall them.” 

Oil heaters will not cut any heating 
bills, Gimbels has found. The very 
handiness of operation cause people to 
keep their homes warmer, use more 
oil. Old people do not have to run up 
and down to the basement. Living is 
made more comfortable and worth 
while, and that is the selling angle. 
(However, for the same amount of 
heat, with a proper installation, oil 
heater operation won’t cost more.) 

Fifty per cent of Gimbel oil heater 
sales have been made to regular store 
customers. Consequently the firm 
leans backward in giving good serv- 
i Department get many 


was 


ice, stores 
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Gimbel's, Milwaukee, has learned that 
reliable brands of space heaters, plus 
careful selling and installation, are neces- 
sary. 


foolish calls which must be humored 
—when the wind is in the wrong di- 
rection, when a gallon too much oil 
is used. 

3ecause the oil heater fills in a gap 
in the department store’s major appli- 
Bill Al- 
It goes great guns in 
early fall when other items are not 
The 
biggest days in August, also, when all 
carryover stock is cleaned out. About 
half the sales are for cash. 

This is what Mr. Alvord says de- 
partment stores like in oil space heat- 
ers: 

1. A heater with the draft inde- 
pendent of the stack, which will elim- 
inate stack and cut down oil 
consumption. It should be possible to 
get as great efficiency out of an 8 in. 
burner this way as with the present 
day 10 in. size. 

2. No chrome finishing. Chrome 
belongs in the bath or the kitchen, 
not the living room, be believes. 

3. More styling. An oil heater 
shouldn’t look like a stove. It should 
match in with living room furniture. 
Low boy models are best. 

4. Light brown colors. Too dark a 
color is not so good. It should go 
with walnut or mahogany. 

Summing up Bill Alvord thinks that 
exclusive dealerships in appliances are 
coming in, with strings, of course, to 
make them work both ways. He points 
to the fact that Gimbels, in selling 
Voss twenty years, has placed 35,000 
Voss washers in Milwaukee. 


season, it is welcome, 


vord declares. 


ance 


so active. store has some of its 


loss 
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hit the FRONT PAGE 





This is the way J. D. Lewis, Palouse division 
manager of Washington Water Power turned 


up for work... 


| 
ve iv ge ) ‘ Ll ¢ 
| vh J D 
\ P ] HV n ig¢ I 
t WW Water | ( 
7 a eR that h 
cr | T 
p re | pla 
Ly wate 
| 
i¢ r€ 
a 
p he drive 
) I flat ra 
; eo luced 
\ \ Pow I 
‘ 
‘ , sell « 
‘ w) 
p 
ling a trip 
x po tor th 
ul wife 
M lh yolitical role 
y g é iw in the 
ffi » of an old fashioned 
politicia é 1 suit (three var 
eite KS ) ight lored t p hat 
i 1 and cigar, complete. The 
esult was a riot among the employees 
and considerable attention from those 
members of the public who happened 
to see him about his work. 
From this point on, the campaign 
was a whirlwind With only four- 


teen days to go, the division was or- 
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. on the morning when he found his division lagging in third 
place during a ‘political’ water heater campaign. He kept the 


garb on... 
ganized into the Triple “H” Purity 
Party (Health, Happiness and Hot 
Water) and a giant political rally 


held at Pullman, attended by more 
than 200 employees, their wives and 


Hot dogs, lollypops and 


1 
sweetnearts. 


orice were served The room was 
lecorated with political slogans and 
banners. Dancing and entertainment 


uple 1 


’ , 
t or the evening, il 


though the party candidate was intro 

luced by hi 

“Col.” Joe Fox, 
“4 


behalf 


campaign manager, 


ind speeches were 
, e in by Representative 
La Follette of C 


yifax and other dis 


nguished citizens of the county. The 
ieered and the band play ed 
ulkks of New York.” 
time heck 


‘ mploye es cl 
‘The Sidew 


Everybody had a grand 


ling the speakers and making a noise 
And the next day they started rolling 
in the votes in the form of water 
heater sales. 

This was just the time of the war 


in Poland—but the candidate in his 
full regalia and a story of the “cam- 
paign” nevertheless rated front page 


From that 
time on, news of the progress of the 


campaign appeared regularly in the 


space in all county papers. 


local press. The principles of the 
“Party” were expounded by com- 
pany officials, who got in a good 


word for the new low water-heating 
rate. The Party platform was quoted 
in full. This ran as follows: 


sts arta 


Showmanship helped Washington Water Power Company 


elect a hot-water candidate in “political campaigr 


. . . during the campaign and conferred frequently with 
his campaign manager "Col." Joe Fox. From 86 per cent 


of quota, the division hit 160 per cent. 


PLATFORM 


Electricity ts Cheap! Automatic hot 
on the new combination rate 
is the greatest thing ever offered our 
customers. It is the most revolution- 
ary change ever made by the Wash- 
ington Water Power Company. It 
everybody an opportunity to 
have hot water 24 hours a day. No 
waiting for the tank to heat. 

You get Comfort, Convenience, Joy 
and Satisfaction—The thrill of in- 
stant hot water. It is there for you 
early in the morning and late at night; 
it’s available in sickness for hot water 
applications; it’s ready early in the 
morning for shaving. 

Emergencies—Suddenly you remem- 
ber you are going out to dinner. You 
must hurry and take a bath. Fortu- 
nately, the electrically heated water 
is there for Lowest, Cheapest 
meter rates offered for water 
low 7-mill rate! 


TRIPLE 


wate! 


gives 


you. 
ever 


New 
VOTE FOR 


heating. 
THE 
* 


This, as part of a story on the 
front page of the Rosalia morning 
paper, made excellent publicity. The 
public was amused and followed prog- 
ress of the campaign with interest. 
Salesmen found that they had an ex- 
cellent means of approaching new 
prospects. 


JULY, 


Later, in order to keep up the ex- 
citement, a rival party known as “The 
Tank Patter’s” was organized and va 
rious illiterate bulletins issued in its 
name. The company’s office and 
salesroom was plastered with litera- 
ture in true political style. Customers 
dropped in just to see what the latest 
effusion might be—and stayed to listen 
to the water heating story from one 
of the salesmen. Mr. Lewis appeared 
for work daily in his very loud 
checks and made a political speech, 
on the subject of hot water, whenever 
opportunity offered. 

Results were immediate. Both sales 
force and public entered into the game 
The quota of 110 water tanks set for 
the last eight days of the campaign 
was soon met and exceeded. The di- 
vision’s record was lifted in two weeks 
from 86 per cent of quota to 136 per 
cent. The final achievement was 
nearer 160 per cent of quota, with 125 
tanks sold in twelve days as the con- 
cluding record. Newspapers, in the 
meantime, had contributed 133 inches 
of front-page space, devoted to the 
best form of advertising, absolutely 
free of charge. 

“The campaign made customers as 
well as employees hot water con- 
scious,” says Mr. Lewis, “and drew 
attention to the water tank proposition 
more effectively than any other plan 
or scheme we could have thought of.” 
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W. A. Green Co. send 
out promotional letters on 
room coolers to profes- 
sional people. 


Going out and selling the 
idea of unit coolers is 
bringing results like this to 
W. A, Green Co., of Dal- 
las. Here is equipment 
manufactured by John 
Roop, Dallas manufacturer, 
to be installed in one of 
the newest apartment 
houses built in the city. 





AREFUL study and analysis of 

the potential market of unit 
cooler equipment has accom- 
plished a refined technique of sales 
effort on the part of the staff of the 
appliance department of W. A. Green 
Co., of Dallas, headed by Frank B. 
LaPrelle, which is accomplishing re- 
sults which point to a banner season 
in 1940, 

Although weather conditions thus 
far have been exceedingly unfavorable 
—Dallas had one of its latest and cold- 
est springs, and has been deluged with 
rain interminably in the past six weeks 
—sales of such equipment have moved 
wer: steadily in each of the fields 

which the store sees as offering a 
lucrative and largely unlimited field. 

Already sales of unit equipment have 
been made to several small hotels, rang- 
ing in room accommodations from 12 
to 27, a tourist cabin camp, several 
barber shops, beauty parlors, homes, 
and other small establishments of every 
category. 

The W. A. Green Co., sales program 
is premised with a contention that 
[}there are two factors of utmost im- 
A? wrtance to be considered: 

} 1—Cost of equipment of this sort 
compels selective study of the prospect, 





and concentration upon those known 
able to buy and to pay. 


2—Comfort rather than merely 
equipment is in fact the commodity 
offered. If comfort is lacking, there is 
not only difficulty, but the ill will re- 
sulting is vastly greater than would 
result from failure in an ordinary 
transaction. Hence there must be cer- 
tainty at outset that comfort shall be 
delivered as promised. 

To ferret out the likely array of 
prospects, Mr. LaPrelle and his asso- 
ciates have, to employ a suggestive 
term, hubbed each neighborhood by 
choice of a beauty parlor. The beauty 
parlor, in other words, is made the 
selected first approach in each instance. 

The first step in selecting such a 
prospect is to compile a list of all such 
establishments from the city listing. 
Next is to procure data relative to 
ability to pay through reference to the 
Merchants’ Red Book. Having such a 
list numbering hundreds of establish- 
ments, the staff next took the list to 
one of the city delivery services, and 
had the latter route the list, to make 
possible the most expeditious person 
contact plan. 

The beauty parlor, of course, is the 
place most likely to be visited by the 
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Frank B. LaPrelle, left, and the staff of 
the W. A. Green Co., Dallas (below) 


Sell Professional People 
FIRST 


—that's the unit air conditioner program of 
the W. A. Green department store in Dallas 
and they start with beauty parlors 


By John D. Mueller 





Here is a typical small business installe- 
tion of a small washed air cooler system 
sold by the W. A. Green Co., of Dallas. 





It is 
the business establishment wherein she 


average woman in her leisure. 


is most likely to sit and chat. When 
she enters the small parlor in her 
neighborhood, finds it cool and com- 
fortable, is most likely to tell 
people about it. Thus the woman is 
“warmed” to room cooling. 

There is another angle or view of 
this plan. The salesman first of all, is 
able to most economically broadside 
the selected prospect with advance 


she 


enabled to find a 
highly likely prospect in virtually 
every neighborhood, and begin the 
preliminaries to eliminate the “cold 
canvass” 
like. 
Arriving in the neighborhood, tl 
salesman not only has his approach 
eased considerably, but he is talking to 
a person who can furnish him excellent 
information relative to other likely 


literature. He is 


he so thoroughly does not 


ie 


(Continued on page 67) 
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FURNITURE as a Sideline for 


Electrical 
Dealers 






Don't carry too much furniture, just spe- 
cialize in items in demand, is the 
Ostrow advice. 





HE Ohio River rose and 
yu Covington, Kentucky, 
under water [he newspapers 
yuntry printed pictures of 
kiff iving upstairs windows. A 
ler nursing her baby won fame as 
Electrical dealers 
g photographs in the 
i what a sweet bit of 
ippila € lisaster 1S 
going to crea 
But they were wrong. A. J. Ostrow 
gtor ays that most appli- 
l 1 ‘ely, with a new 
led here and there 
irniture in those water 
+} ve ‘ ) yeces 
vingto 13,000 home 
é ver had eded 
Ustrow and rid 
} al ipp 
 T need 
W t 
Wa 
vas wha ude 
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in} vest ¢ ft Next 

’ . rniture and a 
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g $1,000 w Phat 

g t4 ‘ Decem 
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‘ " ‘ wa e heel 

j ended the ({ igo 


the furniture business 


Furniture and appliances are mixed up 
Mrs. Ostrow helps out 


in the display. 
occasionally. 





When he started in radio in 1926, A. J. 


Ostrow disliked it so much he used to 
slip away to the movies. Gradually he 
saw the place of the appliance dealer 
in business, 


irket in January, shopped three and 
me-half days and sat down utterly 
fused. Everybody’s price was dif- 


ferent, and there no standards in 


were 
as with appli- 
*s, you know. Finally I discovered 
ld friend, who steered me. He told 


what furniture firms were reliable 


ind which ones were not He said 


—} 





Sell It at Full Profit and It's a Good Fill in, 
Says A. J. Ostrow of Covington, Kentucky 


[ needed chiefly kitchen furniture.” 

When his advertising started, Mr. 
Ostrow found that the customers he 
had been selling since 1926 were ripe 
for his furniture. Appliances last too 
he said. You sell a man some- 
thing and he ceases to be a customer 
until it out. Furniture, which 
has a life of around five years, fills in 
this gap, and keeps the customer 


long, 


wears 


‘Too many appliance dealers who 


start selling furniture try to chisel 
with it,” declares Mr. Ostrow. “This 


is a mistake. It is an error to sell 


something for nothing. A dealer needs 
ut least 40 per cent on everything he 
moves. It costs just as much to run 
through the books with a $1 article 
is with a $100 item.” 

Carl Haller of Graybar, says Mr. 
Ostrow, once told him that he was one 
of the few dealers who figured out all 
propositions to the last degree. When 
you think of the contingent liability 
you take, the advertising, the service, 
the operating expense, the collection 


JULY, 


expense, you have to get your profit,§ 


he says. 

When one adds furniture it becomes 
necéssary to take on warehouse space 
to have men to unpack and finish uy 
the stuff and an elaborate delivery 
system is needed. No wonder that 
furniture houses insist on their profit 
or “number” as they call it. 

The trouble with furniture is the 
fact that it has no exclusive features 
All items are “illegitimate” to put 
politely. One buys here and fills it 
there. On the other hand the furni- 
ture stores do not have as good sales- 
men as the specialty shops. 

Ostrow, whose latest store opened 
up with flowers, music and prizes last 
spring (he has five) uses no outside 
sales crew on furniture or appliances 
either today. Such salesmen as C 
Cetrule, Charles Franklin, William 
Kiefer or George Ellison follow up. 

The whole strategy of his success 


has been his principle of having some “| 


thing new to keep the customer com- 
ing back, to stay on the books. 
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| of technical knowledge and accumulated 
| | | experience that is outstanding in the small gasoline motor industry 





OUR RESEARCH, DESIGNING AND PRODUCTION EN- 
GINEERS HAVE WORKED TOGETHER FOR YEARS .. . 
THEY HAVE BEEN RESPONSIBLE FOR MORE THAN 
A MILLION AIR-COOLED, 4-CY CLE GASOLINE MOTORS. 




















HESE seasoned experts using the 
finest materials and the most 











STANDARD 
: ° 
+ profit Ty modern plant and equipment facili 
ing’ Machines, Milk ‘Coo! ties manned by skilled workmen, pro- 
ecomes | © Sprayers, Dusters, : 
aie Sorters, Conveyors © Geind. duce Briggs & Stratton motors that 
e Space ers, Mixers, Pulverizers, 
nish uj Systems, pA Bag are known the world over for 
lelivery : Milking Machines, Sepa- d d bl . l d 
er that rators, Chargers @ Con- epen aDle, economical an easy 
: Se ee uip- . 
it e muly Boats, n- a > 
r profi poe henley a Fee 4 starting, trouble-free performance. 
i of other applications. 
is the That is why machines and equipment 
eatures ° 
pat ite pow oe og gee do a bet- 
fills ing ter job, day after day, at a lower cost. 
, furni- BRIGGS & STRATTON ditties Ys 
i sale BRIGGS & STRATTON CORP. 
FULL RANGE OF MODELS Milwaukee, Wis., U.S. A. 
opened : 16 to 5 H. P. 
zes last 
outsid IT‘S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
liances J 
as C.@ 
Villia: 
v up. 
success |} 
r some- 
r com- 
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San Diego Has the Formula for a Successful Show 
\N DIEGO, 


S mous the ¢ 


ducting 


fa- 


con- 


California, is 


ountry over for 


successful electric shows. 


Twice a year have done it 


1 they 
for about seven years 


now 
the 
Christmas 
time each year the San Diego County 
Bureau of 


Once in 


spring and once around 





Radio and Electrical Ap- 
pliances sponsors a community wide 
show and always it is a great suc- 
cess vith all space sold out, crowds 
| ype tte iding, ind excellent re- 
sul n sales and prospects. They 
hav ist about down to a formula. 
The h the same, the participants 
e the same (in fa the same local 
mie ants take the same space e ich 
ve ilways a sell-out) and 
t! ethos idvertising are the 
r hese include a lot of news- 
Even men watch ironer demos vA pe pace and radio announcements. 
Chere is always a lot of action in 
the exhibit Almost every one of 
ther has a demonstration of some 
sort in progress Chere is always a 
good floor show, the program being 
staged usually once in the afternoon 
ind again in the evening. There are 
lso door prizes—nothing very much, 
but enough to please those who re- 
eive the The Bureau has found 
lat receipt of a corn popper or an 
ele ( m will engender just about 
uch gratitude in the breast of 
the person receiving it as to win an 
elect! reirigerator 


The San Diego 
idated Gas and Electric Com 


nat he 
pay i¢ 


"1K 
Consol 





Ips out with the advertising 
events, but otherwise they 


+) e | 
Lhiemseives, 


these 
Flocking round a washer exhibit space sold covering 
wiring, electricity, hal 


usual 


mts of 


rem, 


ration and _ other items. 





Dishwashers excite interest 
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Store Kitchen for Club 
Refreshments 


PRSHIS electric kitchen at Wahl’s, 
l Inc. of Bellingham, Wash. serves 
to attract women to the store’s down- 
appliance department. Jack 
Mulhern, manager of the department 
keeps it up to date by refinishing it 
each year—and opens it for use to 
women’s clubs and other organiza- 
tions who wish to use this space for 
preparing refreshments for club 
meetings. The only charge made is 
the obligation to listen to a short talk 
on the appliances displayed. Effec- 
tive use of promotional literature is 
also made by this store. A _ heavy 
paper shopping bag is given free to 
customers in other departments who 
wish to carry home their purchases. 
When the customer empties the bag at 
home finds a supply of sales 
literature among her packages which 
tells her the story of electrical kitchen 
convenience. 


stairs 


she 


Jack Mulhern lets women use his demon- 
stration kitchen 





Come Bake a Cake 







| - ao 


vlenee 





. PP 
~ 


om Bis 2 

















ized shelving and decoration. 
providing twice as much floor spac 
for the display of appliances, the nev 


to on a try out their skill Beside 
at cake baking at the store’s 

expense in the model kitchen which is 
part of the new store recently opened 
by Roberts & Roberts of the Eagle 
Rock district of Los Angeles, Cali- 
fornia. This firm, which has been 
the appliance field for the 
past sixteen years recently opened new 
and enlarged quarters with modern- 


quarters include a model kitchen 
the rear, in which periodic cooking 
demonstrations are to be held. Th 
service department has also _ beet 
greatly enlarged, with equipment fo 
repairing all makes of refrigerator: 
and electrical appliances. 


active in 





A Legend in the Making 








“Joe Guimot," the supersalesman, is a mythical figure who has become as real 
to the sales staff of the Idaho Power Company as Paul Bunyan and his blue ox 
in the lumber camps of the Pacific Northwest. Here he is as, impersonated by 
Keny de Late, he is receiving instructions from Steve Rhodes, salesmanager of 
Pocatello. Joe, in this version, was super dumb, but managed to muddle through 
and talked his way through a sales stunt to bring home a selling lesson in the 
“way not to be a salesman.” 
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SUPERFEX HEAT-DIRECTOR ... The Sales Leader! ... The Feature Leader! 


| 





SUPERFEX 
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SUPERFEX Heat-Direc- 
tor circulates warmed 
cir—air that flows up- 
ward and through con- = 
nected rooms—like 4 
this! ... Operates with 
simple dial control—or 


completely automatic. 


OIL HEATERS 


PRODUCTS OF PERFECTION STOVE COMPANY 


See why time-proved SUPERFEX 
builds a sounder, more profita- 









SUPERFEX is an established line! The oil 
heater business is still comparatively new. Many 
manufacturers are in it. That’s why it’s vitally im- 
portant to choose the right line now, the line that will make 
you real money. With SUPERFEX you can be sure you have 
that kind of a line. For SUPERFEX has been established 
and successfully proved over a 10-year period—is made by 
Perfection Stove Company, the world’s largest builders of 


oil-burning equipment for the home. 


SUPERFEX is a profitable line! You can make more real, 
bankable profits with SUPERFEX. It’s a line that’s engi- 
neered and proved over long experience to do the heating 
job the customer wants done. That means more bankable 


profit for you—because of freedom from costly servicing 


SUPERFEX Heat-Director's 
patented shutters —and only 
SUPERFEX has them—when 
opened wide, release outward 
a flood of radiant heat rays, 
like sun rays, that warm every- 
thing they strike! And, warmed 


air continues to circulate . 









ble oil heater business for you! 





Before you take on any oil space 
heater line—WEIGH THESE FACTS! 


“bugs” and installation worries. And—SUPERFEX liberal- 


ized discount plan is a real money-maker for you! 





SUPERFEX is a sound, substantial line! You won't have 
to worry about having an “orphan” on your hands with 
SUPERFEX?: For SUPERFEX is backed by one of the best- 
known names in the business—The Perfection Stove Com- 
pany ... is founded on 50 years’ experience in building 
oil-burning equipment for the home. 


SUPERFEX is a complete line! .... with models and 
prices to meet every merchandising need, including straight 
radiant heaters—and the “top” line of famous SUPERFEX 
Heat-Directors with patented shutters. 


If you want a profitable heater business, sell SUPERFEX. 
We'll gladly give you the proof of its 10-year success—show 
you how Dealers everywhere are enjoying bankable profits 
—show you the sales helps, the national magazine, news- 
paper and radio advertising that is building sales for 
SUPERFEX. Send the coupon today—get in this profitable 
business now, with SUPERFEX. 


SUPERFEX patented shutters 
also direct radiant heat rays 
downward like this — warming 
the floor naturally, without 
draft or ‘blow.’ If the heating 





need requires forced circulation Don't overlook the profit possi- 


bilities in Perfection portable 
heaters. Fast seller. 10 to 12 
hours comfort on a gallon 

of kerosene. 


of heated air, a quiet, furnace- 


type blower is available .. . 


PERFECTION STOVE COMPANY 
7254-A Platt Avenue, Cleveland, Ohio 


proposition. 


Name 


Please send me full details about SUPERFEX profit-making 





Address 























HERE’S PROMOTION 
THAT PACKS A PUNCH 


You could sell this Florence Electric Range on price alone—but it gives you 
a lot more than mere price to talk about! For example: Chromalox 5-heat 
surface units, and a swell, thrifty deep well cooker . . . a big oven and broiler, 
with dependable thermostat, and Neon pilot light on the switch. There's a 
sturdy, one-piece wrap-around body, and a porcelained, one-piece top and 
backguard. These are features your prospects are looking for! 

Remember that the interchangeable optional equipment gives you addi- 
tional sales ammunition, and cuts down your inventory at the same time! 

Back up your sales with the nationally advertised line that has more than 


65 years’ experience behind it! Write today for full information. 


Model E-413, shown with Seth Thomas 
automatic self-calculating 3-way Tim- 
er for oven, or cooker, or outlet (op- 
tional). Other interchangeable acces- 
are Seth Thomas Timer for 
oven only (left), or one-hour, man- 
ual Time Reminder (right). All have 
non-glare lamp and condiment set. 





sories 


“tl 





FLORENCE STOVE COMPANY =- 


SALES OFFICES 


GARDNER, MASS. 
1458-59 Merchandise Mart, Chicago 
17th St... New York 53 Alabama St., S. W., Aclanta 
301 N. Market St., Dallas 2730 — 16th St., San Francisco 

2201 W. Station St., Kankakee, Ill 


FLORENCE 
ELECTRIC RANGES 


45 f 
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Six Master Models with Interchangeable Features That Push Sales Up and 
Hold Inventory Down 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 






PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


The May output of 385,688 household 
electric refrigerators, in addition to ex- 
panding 40.77% over the comparable 
volume of May 1939, established an all- 
time high for monthly refrigerator sales. 
From the beginning of the industry until 
now, the highest previous monthly record 
was in March 1937, when the volume 
amounted to 352,582 refrigerators. Thus 
for the five months of 1940 the cumula- 
tive volume of 1,539,261 refrigerators 
not only represents an increase of 34.38% 
over the 1939 comparative but is prac- 
tically equivalent to the full 1935 volume 
of 1,590,023 refrigerators. 


May 1940 385,688 refrigerators 


May 1939...... .. 273,966 refrigerators 
5 Mos. 1940.......1,539,261 refrigerators 
5 Mos. 1939 1,145,413 refrigerators 

Saturation, January 1940—13,701,000 


homes, or 56.0% of total wired homes. 


By sizes of boxes—based on sales by 
the NEMA membership—the 6-6.99 cu.ft. 
models have accounted for 78.18% of the 


five months’ volume of 1940, contrasted 
with 56.78% in 1939 
Refrigerator Sales, by Sizes of Boxes 
(NEMA Only) 
Cu. Ft. 5 Mos. 5 Mos. o// 
Size 1940 1939 Change 
Up to 4.99 70,772 118,742 —40.40 
5 — 5.99 92,077 227,215 —59.48 
6 6.99 1,118,878 604,117 +85.21 
7 — 7.99 20,574 40,640 —49.38 
8 & Over 128,877 73,329 +-75.75 
1,431,178 1,064,043 +34.50 
v 


ROASTERS 


\n examination of the roaster figures 
for May 1940 versus May 1939, compiled 
by NEMA, reveals a unit gain of 4.92%, 
with the dollar volume at manufacturers’ 
value up 2.95%. The trend toward the 
larger sized roaster was even more pro 
nounced in May than in previous months, 
the NEMA report showing 95.52% of 
the month’s volume done in the “Over 
15 quart” models, compared with 80.17% 
in May 1939. Likewise this classification 
of roaster progressed 24.99% over the 
1939 comparative, while the 7-to-10 quart 
fell 73.86% and the 11-to-15 quart 
size was down 82.76% 

On a five months’ comparative basis, 
the NEMA figures indicate the “Over 
15 quart” size as constituting 91.64% of 
the 1940 cumulative unit volume versus 
78.32% a year ago. The gain of 14.73% 
in the larger sized models for this period 
reacted to the disadvantage of the smaller 
sizes, which were down 96.97% in the 
7-to-10 quart models and 94,30% in the 
11-to-15 quart size 


May 1940 





size 


21,108 roasters, valued at 
239,120 

20,119 roasters, valued at 
232,161 

57,337 roasters, valued at 
$635,194 

57,355 roasters, valued at 
$652,442 


May 1939 
5 Mos. 1940 


5 Mos. 1939 


Roaster Sales, by Sizes of Models 


5 Mos. 5 Mos. % 
1940 1939 Change 
7 to 10 qts 2.589 8,561 —96.97 
11 to 15 qts 2,205 3,870 —94.30 
Over 15 qts 52,543 44,924 +1473 
Total Units 57,337 57,355 — 04 


Mfrs. Value $635,194 $652,442 —2.61 


WASHERS 


Exceeding the 1939 comparative by 
unit increase of 15.19%, the May 194 
volume of household electric washir 
machines totalled 111,152 washers. A 
though, for the first month since Januar 
there was a slackening of increase in t 
better grade of $70-and-Over models, t 
volume extending but 2.49% ahead 
May 1939, the average price of the 
models rose from $99.96 to $104.81, th 
effecting a gain of 7.47% in dollar v 
ume. Other classifications showed ur 
increases over May 1939 as follows: Be 


low $40 models, 18.20%; $40-$49:' 
models, 44.31%, and $50-$69.99 mode! 
11.46%. In all instances average pric 


were higher than a year ago, but bx 
cause of the heavier gains in the cheape 
models, the overall average price r 
mained at $69.26, the same as a year ag 

On a five months’ comparative basi 
the 1940 unit cumulative sales star 
9.82% ahead of 1939, while retail doll: 
sales, influenced by this year’s highe 
prices, are 14.73% ahead. Following a: 
estimates of industry sales reported 
the American Washer and Ironer Man 
facturers’ Association: 


May 1940 
May 1939 
5 Mos. 1940 
5 Mos. 1939 





111,152 washer 

96,497 washe4 
623,427 washer 
567 697 wash 


Saturation, January—14,579,000 home 
or 59.6°% of total wired homes. 


v 


RANGES 


The range volume of May totali 
42,983 household electric ranges repr 
sented an increase of 10,983 units 


34.32% over the comparable volume 


May 1939—thereby extending the fi 
months’ volume upwards of last ye 
by 36.17% 
May 1940 42,983 range 
May 1939. 32,000 rang 
5 Mos. 1940 .195,327 range 
5 Mos. 1939. .143 448 rang 
Saturation, January 1940 — 2,510, 


homes, or 10.347 of total wired homes 


v 


IRONERS 


Increases in all classes of ironers 
one, the models retailing for $50-$79.0 
were reported for May 1940 versus Ma 
1939. According to the current release « 
the American Washer and Ironer Man 
facturers’ Association, the overall wu 
increase amounted to 9.06%, while gain§ 
in individual models registered as { 


oe 


lows: 2.35% in the Below-$30 mode 
85.17% in the $30-$49.99 models, ar 
14.29% in the $80.00-and-Over grou 


The $50-$79.99 group, which fell 10.28’ 
from May 1939, have displayed a dow: 
ward trend from comparable sales of la: 
year in all months since last Septemb« 
losses running from 7.30% to 33.52%. 
A summary of the 1940 sales for t 


five months indicates a unit gain 
4.50%, with the retail dollar volume 
only 1.19%, and average prices $68.2 


this year against $70.46 last year: 








1. 
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May 1940. 
May 1939. 
5 Mos. 1940 
5 Mos. 1939 


10,590 ironer 
9,710 iron 
55,178 ironer 

52,804 iron 


Saturation, January 1940—1,552,00) 
homes or 6.3°% of total wired homes. { 


(Please turn to page 66) 
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BIGGER AND BETTER SALES!—with the 


: . amazing new DRIVEN-AIRE Oil Heaters that 


give you a knock-out trade-up story for your custom- 
ers... with the Greatest Line of Heaters ever offered: 
31 models to fit the general requirements of your local- 


ity as well as specific customer needs! 


2 SURER SALES ! — with Certified Heater Facts. 

Florence gives you an ace-high sales clincher in 
the Facts Tag on every Florence Heater—clearly stat- 
ing heating capacity and construction features. It en- 
ables you to recommend expertly the model that’s ex- 


actly right for every prospect. 


EASIER SALES !—with national advertising and 


merchandising that really works: colorful win- 





dow displays, sales-making folders, point-of-sale dis- 
plays... with a co-operative advertising plan that lets 
you do a swell promotion job. FLORENCE puts more 
than 65 years’ experience in the heating appliance field 
behind you! Florence backs you with a nationally fa- 


mous name. 


SELL a line that’s built for sales — from A 
to Z! Write today for full information. 


CERTIFIED HEATER FACTS 


The Florence system of tagging every heater with 
a Facts Tag is one of the biggest helps to better 
sales and profits any heater line has ever offered 
you! Let it work for you! 
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FLORENCE GIVES YOU A 
E PROFIT SET-UP 


ee ROME BB A, AT: Wek eae 


HEAT THAT GETS AROUND 


DRIVEN-AIRE sprays healthful, humidified warmth. No uncomfortable blast of hot 
air—but a gentle flow of properly warmed air, sprayed uniformly in all directions. 
DRIVEN-AIRE Model PC825 shown: Finished in gleaming brown porcelain and 
Crystone; 2 powerful 8” pot-type burners. Humidifier . . . Also available—Model 
CH925—with 2 powerful 9” sleeve-type burners. 


FLORENCE STOVE COMPANY General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kankakee, Ill.; Sales Offices: 1458-59 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, New York; 53 Alabama Street, S. W.., 
Atlanta; 301 N. Market Street, Dallas; 2730—16th Street, San Francisco. 


LORENCE OIL HEATERS 


WORLD’S GREATEST LINE . . . TAGGED WITH CERTIFIED HEATER FACTS 
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DRIVE OUT 
HOT 
DAYTIME 


AIR 


~ “gee! =, 
SEL SS EEE et 








DEMONSTRATION 
SELLS 9 OUT OF 10! 


SUCK IN 


COOL 


NIGHTTIME 


AIR 


Cash-in fast this summer selling 





FOR STORES, 
It's all yours!—extra cash 


able work for 


full profit margins, without trade-in allowances! 


now place it on a 


one of your neighbor's stores 


ance—then TRY to take 


right in your own neighborhood 


community. 


distributor or write today for full details! 





BUILT- IN TYPE For permanent in 
tallation in stores and offices 
of homes 


also 
Night operation 
t hot, daytime air: sucks in 

ol, refreshing nighttime air. Also 
operated during day for circulating 
air and ventilating building, if 
desired 








ASK YOUR DISTRIBUTOR 


PAGE 32 


“heat-wilted”’ 


“free trial” 


<@> NIGHT COOLING 


OFFICES AND HOMES 


for that vacation money-making, agree- 


salesmen a wide-open market with 
Order an ILGWIND 
basis at a convenient window in 
in the home or office of an acquaint- 
it away the next day! You can sell a dozen 


dozens more throughout your 


But you'll have to act fast while the heat’s on—ask your 


Ilg Electric Ventilating Co., 


2874 N. Crawford Ave., Chicago, IIL, 


Offices in 41 principal cities. 


PORTABLE TYPE (“ILGWIND" as illustrated above) 


Just place it in front of an open window and 


plug it in Ideal for 


no installation required! 
night cooling of small stores, office suites, homes 
up 


Iwo sizes. 


and apartments to 8 rooms. Two-speed 


motor. 


1940 WORLD'S FAIR “TOWN OF TOMORROW” 
See ILGATTIC System and ILG Kitchen Venti- 
lating Fans in actual operation in model homes 


at New York and throughout America. 









> OR WRITE TODAY FOR DETAILS 
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Department Stores Show Gains 





Mark Downs at Retail 


Slightly lower for the total depart- 
ment. However, a decided improve- 
ment for 77-O—other appliances—but 
just barely enough to offset the much 

showing of 77-R—refrigera- 
Mark-downs in 1940 for refrig- 
likely to 


poorer 
tors. 
erators are very show up 


worse. 


Stock Shortages 


A decided improvement over last 
But still, pretty close to one 
major appliance just vanishes out of 
each 100 bought. Department store 
men better have another look at this 
phase of merchandising. It our 
opinion that one-fourth of one percent 
would be plenty high. 
a still more rigid 

trials” is the answer. 


year. 


is 


As we see it, 


control of “on 


Work Room Costs 


Very little, if any, change. We 
said last year we considered this item 
too high in view of the efficiency of 
present day major appliances. We 
feel the same way about it this year. 
It can be lowered with better selling. 
and “guts” in charging for 
the services demanded by 
old women. Some of them 
so old in years. We recall the 
in ELeEcTRICAL MERCHANDIS- 
the comfortably-fat lady call- 
store to come and fix her 
because, “the light is al- 
Ways on when | open the door.” 


more 
most of 
nervous, 
not 
cartoon 
ING 
ing 


of 
the 
refrigerator 


Cash Discounts 
No 

naked eye 

that 


averages, 


change the 


eye 


with 
kind of 


bel WwW 


you can see 
other 
Way store 

and will improve only when 
the appliance department is put on the 
basis of purchase as 


partments of the 


or any 


tor 


matter. 


same 


other de- 
store. 


Gross Margin 


rhe typical store increased its gross 
percent of sales but the 

household appliances 
than doubled this increase. How- 
ever it was not enough to push gross 


nargin by .7 
other major 


more 


margin for appliances ahead of total 


operating Refrigerators 
failed to hold up their end, but even 
if they had the gross still would have 
} 


heen behind expenses. 


expense. 


Stock Turns 


Only three departments in the store 
increased their speed of turn-over by 
20 percent, and one of them was 77-R 
—mechanical refrigerators. 

The figures may look good but the 
facts may be terrible. If department 
stores are carrying less and less stock 
of refrigerators; depending more and 
more on the distributor and manu- 
facturer for direct delivery, then this 
apparent improvement in turn-over is 
a delusion—yes, perhaps an illusion 
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that can lead only to decreased sales 
and increased losses. Other may 
appliances also increased turnover 
due largely to increased sales. 
Sales to Last Year 

Major appliance sales went ahea: 


of total department store increases 

comparison to 1938 by 108 to 105 
percent. Most of this is due to other 
major appliances at 114 while refrig 


erators scored only 102. But, it is 
mighty creditable showing for the de- 
partment. 
Returns 

A very decided improvement ove 


1938 but still way, way ahead of the 
percentage for the store as a whole 
Wrapped up in these percentages is a 
large part of the difference between 


a loss and a profit. Gambling on 
whether she “will buy” or “won't 
buy” costs a lot of money. Returns 
in this department influence almost 


every item of merchandising and ex- 
pense. Cut “returns” in half on majo 
appliances and many departments now 


in “red” will go back into “black.” 


Average Gross Sales in Dollars 


Many appliance 
for 
and 
in the 
larger 


departments showed 
1939 over 1938. Both 
other appliances 
smaller 


an increase 
refrigerators 
were down | 
in the 


reason for this is 


stores an 
Perhaps the 
sales training 


up ones. 


better 


Age of Stock at Inventory 


\ll figures indicate 
appliances were 
nor 


stocks of majo 
fresher, 
desirable 
at the end of last 
percent all 
were months 
between 90 and [ 
than 12 months old 
healthy stock condition 


never 


more 


more 
than was 
\bout 
appliances on hand 
in 


rcent were 


saleable, 


the case year. 


75 of 
and 


less 


Six or less age, 
95 pe 


Certainly 


Closing Stock Per Cent to Last 
Year 


The major appliance department a- 
a whole showed a 9 percent averag« 
increase with refrigerators running 
7 percent and other major appliance 
10 per cent ahead. Sales results fo 
the year would indicate the former a; 
a bit high and the latter a little low 
However, apparently inventories wer¢ 
well in hand at the end of last year. 


Administration and Occupancy 
Fixed charges showing a very slight 


downward tendency 
sales volume. 


due to increased 


Publicity and Buying 


While percentages for newspape 
advertising are about the same as las: 
year, there were considerably mor: 
dollars spent owing to more sales 
The smaller department stores in 
creased while the larger one decrease: 
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ELE 


eir percentage of expenditure. The 
erage was 3.6 for newspaper space 
id 5.8 for total publicity. 





Buying 


1 sale; § No change worth noting. 


mia je 
rnove pelling 


Percentages paid to salespeople 
ghtly down, but offset by about an 
ual increase in delivery. Little 
ahea| @uange in general sales expense or 
aceon ; : tal. Outside of stores doing $500,- 
to 105 9/00 to a million, for which we have 
ho comparable figures, stores in the 











t] 
) OU - . 
settle ther classifications appear to be 
» te ringing sales costs into a closer re- | 
the d itionship than has been true hereto- 
ine de 
more. 
: 
‘Total Operating Expense 
a Other major household appliances 
Ove . ° . e 
a 1owed a decrease in expense ratio of 
UO i . . 
whole. ar Pet cent partially due to an increase 
Olt p e e. 
may of sales of 14 percent. Refrigerators 
li " @reduced expenses ratio by 1.7 percent 
“ ee! ° . on ar 
= vith a sales increase of 2 percent. The 
yr A 
ra ,, average operating expense percent to 
wont e ° ° = 
eee sales of all major appliances was 37.7 
‘. ns ie 
jor all stores with an annual volume 
almost . tt 
f over half a million dollars. 
nd ex 
majo 
ts now |Profit or Loss 
k. The profit figures look bad but in 
ymparison to last year show such an 
ollars ¥improvement as to be worth “crowing” 
, _@about. Sort of like the guy who had a 
nower . 
re 1 peg leg then suddenly appeared 
Maori with an artificial limb. Mechanical } 
liances “= ‘ - P ¢ 2 ' 
refrigerators showed an average loss ° 
























es and Blof 86 per cent and other household ‘ , 
ps the @ sopliances 6.7 percent. “Keep cool” is a good rule for electric motors as well as for 
sunn's This means that many department men. Overheating in a motor is not only an indication that 
gstores—in fact a goodly number— " ° 's hei sed. but al f furth 
| made a profit in 1999. The percentage | electric power is being wasted, but also a cause of further 
major (i 1088 for 1938 was so much higher that inefficiency and power loss. The fact that the Sunlight 
mi — have made a profit in that washer motor is exceptionally cool running is an indication 
"About {i SO—department stores Are making of its high efficiency and also a reason for that efficiency. 
east real start in solving the merchandis- ‘litte , P 
| sas g and selling problems of major ‘ thesia a The Sunlight motor “keeps cool” because its ad- 
e, al . , - a i \ . . 
“e Jec, ( lousehold appliances. We confidently \ vanced design and the generous use of copper in 
ai pexpect a still further improvement for - h indi d h duci | taal 
Bie } 1940 because of the special studies now the windings reduce heat-producing electrical re- 
p being made by merchandising men and = sistance to a minimum. Then, as shown in red, it 
pbuyers of appliance departments. > . ‘ : 
BP) ig ty ervenghr grag has a complete cooling system. Two fans circulate 
| study and compare these figures care- air to cool all parts. Cool-rrunning bearings are as- 
[= Thar am . cee ° ° e e 
ent lly. They represent. the average sured by constant circulation of lubricant in sealed 
verag ee et a Sy Seen eee reservoirs. The bearings oil themselves for the life 
vs f sales. e - 
ai [f you are below the average—pat of the washer. 
a ourself on the back. If above, find 
«olla ut where and why—especially Why. These advantages help you sell Sunlight-powered 
; Wiis ante teens Gon Wien of we fat. | “ . . : 
e low ‘hen you know the Why of your fail- | washers and provide the kind of satisfaction that 
pe ire most other appliance troubles will | E - yen. 
vi lisappear like chocolate cake in the | brings more sales. Sunlight Electrical Division, Gen- 
inds of a small but hungry boy. eral Motors Corporation, Warren, Ohio. j 
| \ walig/ 
el ee DEPENDABLE WASHING MACHINE -S- 
shght @ nowison New ea 7 e 
reased | MOTORS FOR TWENTY-THREE YEARS ~7°7°.. 


HICAGO—James S. Knowlson, presi- 
dent and board chairman of Stewart- 
Varner Corporation, has been elected 


resident of the Radio Manufacturers 
\ssociation at the final executive meet- 
spape ing of this body held at the Stevens 
ei lotel. For the last year Mr. Knowlson 
as las 1s been chairman of the set division of 
mort the RMA, 
sales. (§ Well known in radio circles, Mr. 


\nowlson has been chairman of the 





es in " : 
wt vard of the Stewart-Warner Corpora- 
~aSer : 





m since 1934. 
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THIS WAY FOLKS! SEE THE 
WONDERS OF WESTINGHOUSE 
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ONE MINUTE Ironers 


One Minute Washer Co., Kellogg, lowa 
lels M-69 and M-29 

ing iré Im ved, abinet 

type M-69 « ju ed wit louble ypen 

end, 26 i 1] t liam; ruffle: 

plate it eT I ‘ } pressed steel 

pull c ible; cabinet 

ich valanced hinges; 

ve tap cover 

ng emergency release automat) 

ger t and adjustment knee con 

l aked white enamel finish; 

) 164 x 364 in. floor space; 

343 g 





Portable xlel M-29 weighs 27 lbs; 
15 lian th doub ypen end 
‘ t eat t eat 
1 ated 450 deges.: 1000 
va é I lig t OWS ed 
t re il 
if | A el nh 
27 x 0) re Fle rl 
fer 1940 
v 





HAMILTON BEACH Cleaner 


Beach Co., Div. Scoville Mfg 
Co., Racine, Wis. 


Hamilton 


| Sanitair cylinde 
” ‘7 Nug nozzle wit 
Magj I ger a nozzle within 4 
zzie tha re embedded, matted 
t, uir etc.; suction regula- 
extension tube and upholstery 
zle; 4-wheel carriage with swivel 
vheels in front; full rubber mounted 
floor and wall brush with special 


swivel joint; oversize H-B, a.c.-d.« 


motor; cooling by circulating forced 
lraft from 2-stage fan, each fan 
laving 6-blades separated by 8 in 
baffle ; plunger-type, toe-operated 


switch; rolled sheet steel 
gray baked enamel 


mium metal parts; 


cylinder, 
finish with chro 
filter or germ trap 
easily removed and washed; dust bag 


has ample filtering surface and rub 
ber gasket seal; cleaning tools con- 
sist of 7 ft. hose swiveled at both 
ends; two 234 in. chrome plated ex- 
tension tubes Magic Finger rug 


nozzle; swivel floor and wall brush: 
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brush; 
Bake - 


Expe llo ¢ ry stals ; 


upholstery nozzle; utility 
liquid sprayer; 


gas dispenser ; 


radiator tool; 


it 


convenient carrying kit 
Price $59.50 — Electrical Merchan- 
11s! ily, 1940 
v 








INLAND Ice Tray 


Inland Mfg. Div., General Motors Corp., 
Dayton, O. 


Device: 


tray. 


Inland Magic Finish Shucker 


Selling Features A touch of lifter re 
leases tray from freezing compart- 
ment; cube release lever gives two 
cubes at a time or a trayful; also 
available in double duty dessert tray 


which accommodates two tilt out 
grids; without grids it is ideal for 
making desserts and storing fast 
frozen foods.—Electrical Merchan- 


dising, July, 1940 





CORY Tray Set 


Glass Coffee Brewer Corp., 
325 N. Wells St., Chicago, Ill. 


Vodel: Royal Deluxe 


, reatures 


Tray Set. 


Equipped with Cory 





Royal coffee brewer glass cream 
pitcher and sugar bowl, hand decor- 
ited with platinum striping to match 
brewer; birds-eye maple tray with 
special high-gloss finish moisture and 
tain resistant; 4 deep compartments 
I rat kers, relishe BB & Ele< trical 
Verchandising, July, 1940 





K-M Toaster 
Knapp-Monarch Co., St. Louis, Mo. 


Model: K-M Pop-Up toaster. 
Selling Features: Automatic, with 
thermostatic controls instead of 


clock; pops-up when done. 
Price: $12.95. — Electrical 


ce. Merchan- 
dising, July, 1940 





THERMADOR Ranges 


Thermador Electrical Mfg. Co., 
Los Angeles, Calif. 


Model: The Admiral. 

Selling Features: Master pilot light 
located on switch panel indicates at 
glance when all surface and oven 
switches are off; 3 fast heating sur- 
face units with special easy-to-clean 
construction; automatically illumin- 
ated oven, 16 wide, 158 in. high, 18% 
in. deep; non-tilt racks; oven vents; 
automatic temperature control; pilot- 
light and temperature indicator; 
smokeless broiler; deep well cooker; 
Seth Thomas timer and Minute 
minder; warming drawer; 2 large 
utility drawers; built-in lamp; count- 


erbalanced door; white porcelain 
enamel with satin chromium trim; 
Thermador Kitchen Heat Fan op- 
tional. — Electrical Merchandising, 
July, 1940. 

v 











CROSLEY Shelvador 


The Crosley Corp., Cincinnati, O. 


MA8-80S. 
Features: 8 cu. ft. capacity; 
features such as Shelvador; Freezor 


Model: “Summer Special” 


eliing 


id; Electro-Saver power unit; 
special removable section of bottom 
shelf for tall bottles; oven-proof 


pottery; deep glass cold storage dish; 
Dulux finish. 

Price: $149.95 — Electrical 
dising, July, 1940. 


v 
DAZOR Lamp 


Dazor Manufacturing Corporation, 
4485 Duncan Ave., St. Louis, Mo. 


Models: Five base types for attaching 
to desks, stands, walls; portable pede- 
stal type; fluorescent and incandes- 
cent. 

Selling Features: Arms scientifically 
counterbalanced by spring, allowing 
lamp to “float” into any position—at 
any angle—at a touch; horizontal ex- 
tension of 34 in., vertical extension of 
34 in. above the base and 26 in. 
below ; rotates 360° at base. 

Prices: $10 to $16 for incandescent; $16 
to $22 for fluorescent lamps.—Elec- 
trical Merchandising, July 1940. 


Merchan- 


JULY, 


BARTON Dryer-Heater 
The Barton Corp., West Bend, Wis. 


Device: Combination utility cabinet 
clothes dryer and bathroom heater. 

Selling Features: Intended for trip! 
function in bathroom; 1100 watt elk 
ment and motor driven fan force 
heated air upward to dry small gar- 
ments; when not in use as dryer or 
heater, hanging racks serve as 
shelves for towels, wash cloths, soar 
etc.; baked white enamel finish 
14x 12x 42 in. 

Price: $12.95 — Electrical 
dising, July, 1940 


Merchan- 





GIBSON Refrigerator 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 
Model: CDU-630. 


Selling Features: 64 cu. ft. capacity 
equipped with meat container shelt 
2 standard ice-cube 2 
Robinson” trays; 
table fresheners; sliding meat cor 
tainer; l-piece crystal plate glas 
shelf; 1 standard and 1 small shel! 
1 bu. tilt-bin unrefrigerated foo 
compartment; porcelain interior, a 
tomatic interior light. — Electri 
Merchandising 


July, 1940 





QUAKER Burnoil Heaters 


Quaker Mfg. Co., 223 W. Erie St., 
Chicago, Ill. 


Device: 1941 Quaker oil burning spa 
heaters. 


Selling Features: Equipped with ne 


Syncro-Matic Mechanical Draft fea- 


ture—modulated automatically syn 


chronized supply of both air and o:! 
to burner to supply perfect combus- 
tion at any fire setting; synchronize: 


control makes possible low operatin 
cost.—Electrical Merchandising, Jul) 
1940. 
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Think of it! In this thrilling Hobby 
Derby you can actually win by 
merely showing your prospects 
the Bendix Blue Manual (Form 
No. 645). This piece not only 
helps salesmen win prizes, but 
helps get more demonstrations 
which lead to more sales, more 
cash, more prizes. 


| (PLACE 


Demonstrations in the prospect’s 
home or in a showroom are the’ 
surest way to make Bendix sales, 
so this contest pays off big on 





Your Bendix 
Blue Manual 


| 


O 
< 




















YOU CAN WIN WITHOUT MAK- 
ING A SINGLE SALE! 


Did you ever hear of a contest 





before where salesmen got valu- 
able prizes without even making 
a sale? Well, here’s one and the 
loot you can knock off by merely 
showing prospects a piece of Ben- 
dix selling literature is amazing. 


A Bendix On 
Demonstration 


(or plece «@ prospect in front of a Bendix) 


ai 














as 























ters demonstrations. PURCHASERS CAN WIN, TOO. 

fo &.. Ww i N The World’s To make it easy for salesmen to 
' ° * e deal i »S i 

=~ ; Finest Prizes clos deals, this contest carries a 

; The big clean-up, of course, comes unique feature — purchasers can 

ith ne from sales. Salesmen hit a real ¢ qualify fora prize that will liter- 

‘alt fea- jackpot every time they turn in ‘ ; 

ly o a Bendix order . . . gorgeous gifts SIGNED ally make their mouths water... 

and 0 . marvelous free vacation trips ORDER “ ” -— 

combus —and every man has a chance to f+ a “how can you lose” proposi 

nronize! win one of those fine, big Stude- 

> ta baker Champion Club Sedans. w7/7% 

ig, ul) 
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Calling AH 
APPLIANCE SALESMEN 


TO ENTER THE 


Y BENDIX HOBBY DERBY 


July 10th to Sept. 14th 


PRIZES 


Simple—Easy —EVERYBODY WINS! 


tion that will get names on the 
dotted line in a hurry. 


THE RACE IS ON ... GET GOING! 
By the time you read this, many 
go-getting salesmen will already 
have piled up several thousand 
points .. . will be well on their 
way to winning something fine 
for the home; a grand vacation 
trip or a Studebaker Champion. 
Remember, the contest starts 
July 10th, ends September 14th. 
Better hustle. If your dealer 
doesn’t have all the dope .. . the 
rules and the prize sheet ... write 
or wire us and we'll get it out in 
the next mail. 


BENDIX HOME APPLIANCES, Inc., South Bend, Ind. 


COPYRIGHT 1940, BENDIX HOME APPLIANCES, INC 
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tained; adapted for hot water, vapor 
ea idiation in small home or 

ter ‘ Fee) ‘ ’ , 

is vate eat at full apacity ; 


which com 
completely cov 
ected downward, in 
mmbustion efficiency by 
flame ; 
and sides of boiler are surrounded by 


Down-Draft prin iple im 


more intense base 


vater and designed to act as primary 
eating surfaces tankless spiral, 
coppe! oil provides domestic hot SS 
vater; Model “C” oil burner located 





n rear is built integral with unit; 
iutomatic controls; heavy cabinet 
steel cabinet, maroon and black with 


ial finish 


WESTINGHOUSE Conditioners July, 1940 


Westinghouse Electric & Mfg. Co., t 
East Springfield, Mass. 


VM erchan- 


speci tlectrical - 
disir QUICK HEAT Oil Space Heater 
American Stove Co., Lorain Div., 
Lorain, Ohio 


822744 


GA\ 8227-1, 
I leatures Equipped with 10 
in. Quick Heat pot type burner with 
pilot ring; burner output 57,000 Btu's 
per hr \utomatic Product controls ; 
Cole draft governor with 6 in. flue 
ollar; fingertip control with roller- 
bearing mechanism; side doors for 
quick radiant heat; flame visible 
through front door louvres; heavy 
mbustion drum; concealed fuel 
tank with visible gauge, 6 gal. capa 
lain enamel front door and 
s; removable porcelain 
enameled humidifier; invisible hinge 
construction; steel leg levelers with 


ity : porce 
‘ 1 


top grill 





M y MODERNAIRE Oil Space Heater 





1i in. adjustment; brown crackle 

The Globe Machine & Stamping Co., finish. Model 8227-4 same as 8227-1 

1250 W. 76th S#., Cleveland, O. vith quick heat blower.—El/e uf 
DeLuxe oil , Werchandising, July, 1940 


burning circulat 


ng eat 1-10 


1 
lan (optional 








models except S-8 and D-8) 
loes work of 4—forces warm air out 
front grille, top and louvres on eacl 
le less electricity than 40 
vatt bulb; floor drafts eliminated; 
tamper proof control; large size tank 
pening with deep removable 
rainer ; extra large size copper 
bea yr steel mbustion chamber; 
in é sutomati mtrol valve 
t fuel ympensator; new style 
v le lirect varm air outward at 
WAGNER Aftic Fan ingle; front d grille allows heat 
t udiate int vm; side louvres 
Wagner Electric Co., 6400 Plymouth Ave direct heated air downward toward CHELSEA Win-O-Fan Jr. 
St. Louis, Mo floor 2-tone-moire brown enamel 
; finis available 1 3 sizes, D-15, Cheelsea Fan & Blower Co., Inc., 
eited -10. D-& Or models S-8 S-10 370 W. 15th St., New York City 
ind S-13 Heating capacities trom : 
\ n 500 t 10.000 1. it loot warmer! hevice Portable window lan 10 
j 48 10.500 + available on De Luxe models only mes, apartments, offices, etc. 
) | blades Electrical Merchandising, July, 1940 Selling Features Complete with a 
é yr quiet essories for easy installation; ad 
without v justable spacer so that unit will fit in 
‘ ! ion window ranging in width from 26 to 
V-belt 32 in.; delivers 3000 cfm: 19 in. blade 
operated by 1/6 h.p., 1750 rpm. belt 
. . $12 driven motor; ivory finish; 209/16 
ty in. high, 26 in. long, 124 in. deep. 
194 Price $29.95 f.o.b. N. Y. C—Ele: 
y trical Merchandising, July, 1940. 


v 
VEG-O-MAT Juice Extractor 


The Veg-O-Mat Machine Co., Inc., 
655 Sixth Ave., New York City 


Device 


tractor 





K-M Irons 
The Knapp-Monarch Co., St. Louis, Mo. 


Model K-M Tel-A-Matic and K-M 
Steam King 


Fruit and vegetable juice ex- 


Selling Features: Employs advanced 


Hing sf ¢ 








sbures rel \ Matic, auto principle of juice extraction; thor- 
ae control regulates heat when oughly triturates every cell and fiber 
fabric to be ironed is dialed on se- of vegetable, then subjects pulp to 


YORK-HEAT Boiler Units ector. Steam-King, automatic, irons pressure of many tons; stainless steel 


with st a be used tor dry parts protect against rusting and 

York Oil Burner Co., Inc., York, Pe. ming; fabric selector in heel at other contamination of food; G. E. 
ae ear of iron ball bearing 2 h.p. motor, 110 volts, 

: ve al ’'rices: Tel-A-Matic, $8.95; Steam a.c. 60 cycles; capacity 16 to 20 pts. 

King, $12.95 slectrical Merchan- per hr; accessories consist of 3 

( é dising, July, 1940 strainers, 1 wooden plunger, handle. 
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Model C combines unit electric tritur- 


ator and hand operated press wit! 
ratchet control; model E, combine: 
unit triturator and hand operated 
press without ratchet control; model 
\ electric triturator 
Retail prices “C” $990.50: “E” $87 


A" $59.50 


mg, July, 1940 


k:lectrical Merchandis 
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ONE MINUTE Washers 
One Minute Washer Co., Kellogg, lowa 
Models: 547, 546, 545, 544, 545E. 


Selling Features: No 547, corrugated 
bottle neck tub; 5 
sheets ; Deluxe massive Lovell 
wringer equipped with pressure indi- 
cator, chrome feed board; 24 in. bal- 
loon rolls; giant, high 6-vane agi- 
tator, beaded edges—lower bearing 
makes full half turn; agitator drive 
above water line; 4 h.p. Westing- 
house, rubber mounted motor; white 
porcelain enamel tub, white finish. 

No. 546 equipped with streamlined 
Deluxe chrome Mullins’ wringer 
with high feed board; chrome _ bar 
release and tension handle; end reset 


lever, pressure indicator, 2} in. bal 
loon rolls; automatic drain board; 4 
wing aluminum agitator; ¢ hy 
motor. 


No. 545, 5 to 7 sheet capacity; hig 


4-vane aluminum agitator; bar-re 
lease Mullins wringer with reset 
lever; 3 h.p. motor 


No. 544, 4 to 6 sheet capacity 
Mullins bar release aluminum finis! 
wringer; semi-balloon rolls; adjust 
able pressure, reversible rolls; hig! 


4-vane agitator with beaded edges. 


No. 545E same as 545 with 4- 
cycle Briggs & Stratton engine. All 
models except 545E have electri 
water pump as additional equipment 
and Briggs & Stratton 4 h.p. gas 
engine Electrical Verchandtsin 
July, 1940 

v 
S-N Oil Burner 
Scott-Newcomb Inc., 1922 Pine St., 
St. Louis, Mo. 

Model: EM burner. 

Selling Features: Designed to bur: 
from 1 to 6 gal. oil per hr.; trans 
former mounted on side with high 
tension terminals projecting into 
blower housing; new type, silent 


leak-proof pump with new type ai 
diffuser that prevents burner pulsa 
tion while at same time permitting 
rapid rotation of air; designed for 
compactness and low price.—Electri 


cal Merchandising, July, 1940 
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BRAND-NEW 1940 M | AND 
- K : ft T H ” 7 7 | e 
oe 7 


Combination Offers 


JUNIOR 


BOTH FOR 


e ag 
-amlined @ 4 * 
wringer @ 
me da A 
ND 


CUSTOMER'S 
OLD CLEANER 


MODEL M-61 


BOTH FOR 


95 


AND 
CUSTOMER'S 
OLD CLEANER 


ree strikes at the vacuum cleaner market 

with three of fne sweetest combinations ever offered to a 

receptive public. Ygiir customers want and need a Eureka com- 

bination. Here’s yg@fr chance to step up your sales, your unit prices, 

and most img@ftant of all, your profits. Why?? Because Eureka 
ight and Eureka discounts are generous. 


Prices slightly higher west of Rockies Copyright 1940, Eureka Vacuum Cleaner Co. 


did ei © SEND THIS COUPON TODAY! 
WHEN YOU GO EUREKA 


©3 Complete Combinations © AComplete Display Package Address 
© Newspaper Advertising © AComplete Plan for Dealers ee 
© A Complete Plan for your Salesmen EUREKA VACUUM CLEANER CO., DETROIT, MICHIGAN 


Name 
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CLOSE THAT SALE 


4 2 — 


Your refrigerator offers “high humid- 
ity storage space. It, therefore, assures 
better protection for the foods kept in 
it. And vour job of selling this refrig- 
erator is made easier. 

By using Aluminum for this high 
humidity compartment, the manufac- 
turer gives you additional, valuable 
sales help. Aluminum, with its pat- 


ented Alumilite finish, is very 
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attractive. And it stays that way, for 
there is no rusting or chipping. The 
lighter weight of Aluminum makes 
it easier to lift out for cleaning. 
Point to Aluminum, wherever it’s 
used, as evidence of the thoughtful de- 
signing and high quality of your prod- 
ucts. You'll find it a big help in closing 
sales. Aluminum Company of America, 


2160 Gulf Bldg., Pittsburgh, Pa. 








, 








15 ft. s 

‘NEW MERCHANDIS!)::, 
, vaterl 

; : TM, 





QUICK MEAL 
Automatic Stoker Range 





American Stove Co., Quick Meal Div., ELE 
825 Chouteau Ave., St. Louis, Mo. 





Elec 
Model: No. 9100 automatic  stoker 61 
fired coal range. rs 
Selling Features: Automatic under- § 
feed method of firing uses less fuel oiler 
Anthracite coal feeds from 90 Ib its. \ 
hopper at right to burner box at yut < 
leit by means of steel hardened vents 
worm; motor with built-in overloa ivory 
operates stoker; transmission has § 23x 
speeds and neutral; fan supplies 184 s 
forced draft; electric regulator, set at 110 v 
temperature desired, starts motor, , 
when temperature is reached motor Pos j 


turns off automatically; ashes fal! 
into drawer at left for easy removal 
fill hopper every 100 hrs; no banking 
or rebuilding or fires; no grates t 
shake, or drafts to operate; ashes 
falls into drawer at left for easy 
removal every 24 hrs.; white porce 
lain enamel exterior finish.—Electri 


cal Merchandising, July, 1940. 





Vv 
DUROBAR Screens 


Detjen Corp., 303 W. 42nd St., 
New York City A 


Device: Electrified screens for doors 
windows and transoms—bars spaced MEN 








9/32 in. apart; consumes 4 watts 
costs less than 10¢ a month: auto Menc 
matic; rust resisting. — Electrical @/)...;., 
Merchandising, July, 1940. Soler 
v isso 
atc 
flexi 
, will 
: ‘ 
; man 
& 








FAIRBANKS-MORSE 
Water System 


Fairbanks, Morse & Co., 
600 S. Michigan Ave., Chicago 





Device: “Ready-to-plug-in” hom¢ 
water system. 
Selling Features: Completely assem 
bled, completely wired, automati 
home water system needs only to bi 1 
plugged into outlet and coupled t i 
source of supply; has all features « gal 
standard horizontal F-M_ ejecto siz 


units; only moving part is 1-piec 
bronze impeller; rotary seal, auto 
matic in operation is used in place o les 
stuffing box and packing rings; 7 
gal. tank, top mounted to conserv 
maximum suction left; 1/6 h.p. split 
phase motor with built-in rela | 
switch; 250 gal. per hr. capacity wit 19 
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ft. suction lift and 350 gal. per hr. 
t 


4 o 
DIS} vith flooded suction: air aspirator 
1ounted on side of tank prevents 
eee iterlogging 

. 

z 

7 


é $57.50 f.o.b factory.—Electri- 
VU erchandising, July, 1940. 


il 





; 
{ 
5 
j 
nge 
I Div., ELECTRESTEEM Radiator 
Mo. . . 
Electric Steam Radiator Corp., 
stoke 6188 12th St., Detroit, Mich. 
j Portable steam radiator 
under- leatures Internal copper 
‘ss fuel r built int mit itself holds 2 
90 II ts. water; no moving parts to get 
box at yut of order; bonderized steel pre- 
iardene vents rust; baked enamel finish in 
overload @ ivory or walnut; weighs 39 Ibs.; 
1 has $M 23x 22x73} wverall; capacity 
mm « ; 
supplies @ 184 sq. ft. steam radiation; 900 watts, 
r, set at 110 volts, a.c. or 
motor, rice: $29.50 f.o.b. Detroit—Electri- 
. motor 1 Merchandising, July, 1940. 
1es Tal + f 
emoval 
banking 
rates t 
ashes @ 
or easy @ 
> porce | 
-Electri-@ 
i 
St., 
r doors 





space | MEND-SOX Mending Machine 


+ Watts 
|; auto Mend-Sox, 43 W. 33rd S#., N. Y. C. 
lectrica é “Mend-Sox repairs socks 


trically without darning ; complete 
assortment of patches; heat fuses 
itch to sock in 15 sec.; patches of 
Hexible knitted fabric in 9 assorted 
lors, are waterproof, sweatproof and 
vill not come off in washing, the 
manufacturer claims. 
Mending machine $2.; extra 
atches 10¢ per pkg. of 30. 





, 
} 
: 
ago 
hom 
. 
ONE MINUTE Drain Tubs 

assem Ps : 
snenoal One Minute Washer Co., Kellogg, lowa 
y to b iels Single and twin tubs. 
pled t ng Features Square, heavy duty 
ures « ulvanized tubs: 15 gal. capacity; 
eyecto ze 204 x 204x 11 in. deep; heavily 
1-pie aced metal stand rounded on corn 

auto $s; tree vheeling casters; specially 
place o signed hose nozzle hooks over edge 
gs, 4 t tub; heavy drain hose is attached 
onser\ ferrule; no tub lifting or heavy 
p. split ailing; pearl white hi-baked finish. 

rela Electrica Verchandising, July, 
ty with | 1940, 
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©THE INLAND 7727 ow7 ICE TRAY 


Here’s a brand-new slant on a moderately 
priced ice tray for refrigerator manufac- 
turers, jobbers and dealers. It’s the new 
Inland Magic Finish Tilt Out Tray which 
combines fast freezing with a quick release 
of full sized ice cubes in units of two at a 
time or a trayful. 


A slight downward pull on the tray lifter 
releases the tray from the evaporator. Then 
quickly and easily, the handy Cube Release 
Lever is used as illustrated below to give two 
cubes or a trayful from either the single 
Tilt Out Tray or double duty Dessert Tray. 
No fuss! No bother! No shattered ice cubes. 


1940 


One important feature of the Tilt Out 
Tray is that it is easily operated by a can 
opener, screwdriver, or any of the many 
tools available in the pantry. The Cube 
Release Lever is convenient but not neces- 
sary to its operation. 

This new Inland Magic Finish Tilt Out 
Tray is first choice as low cost original fac- 
tory equipment by leading makers as well 
as for replacement sales by dealers. For 
details, prices and discounts, write to 


INLAND MANUFACTURING DIVISION 


GENERAL MOTORS CORPORATION 


DAYTON, OHIO CLARK, NEW JERSEY 


INLAND 


& 
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1. “MAYBE you think that it doesn’t 
make any difference what make of 
motor goes on the washer, ironer, or 
refrigerator you sell just so long as 
the motor is high quality. | thought 
the same myself until 


THE FIRST CHOICE OF 10,000 BUYERS: 


Motor buyers were asked, ‘‘Taking into consideration 
quality, price, and service, when you are again in the 
market for motors and control, which manufacturer will 
you ask for quotations?’’ Their answers indicated a 


strong preference for General Electric, as follows: 


55 per cent GENERAL ELECTRIC 
20 per cent Manufacturer A 
3 per cent Manufacturer B 
2 per cent Manufacturer C 
2 per cent Manufacturer D 
18 per cent All Others 
G-E MOTORS HELP YOU SELL 





2. “SOMETIME ago | had a customer who 
couldn't seem to choose between my applli- 
ance and a competitive make. As | repeated 
the high points of my story | mentioned 
that my unit was equipped with a G-E 
motor. That seemed to impress her. 


4. “YES, people do know that G-E name 
and they are sold on it. Millions of G-E 
motors are driving appliances and giving 
their users good service, which means that 
when these users buy new appliances, they 
will prefer those driven by G-E motors 


General Electric Co., Schenectady, N. Y. 


JULY, 


3. “APPARENTLY she knew about the 
dependability of G-E motors. And she 
recognized that here was additional as- 
surance that my appliances are high quality 
throughout, for her next words were, ‘Well, 
| guess I'll take this.’ 


5. “THAT'S why I'm so sure G-E motors 
help sell more appliances. So—take this 
tip — specify them for your washers, refrig- 
erators-—for all motor-driven appliances 
They'll sure make your selling job easier.” 
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NEWS 


PEOPLE + PRODUCTS - PLANS 


Electrical Merchandising Review of the Month 


Pe ee i a ale oe 





July, 1940 





FISHER NEW CHAIR- 














MAN OF E E | SALES 
COMMITTEE 


ales, Pacific ~ & Electric Company,| 
as been elected chairman of the General 


“lectric C orpors ation. 








ASK MILWAUKEE  DIS- 
TRIBUTORS TO CON- 
TROL SERVICE 


Peters, 
Servicemen’s 


Association, Milton 
agent for the 


Appliance 
business 


of radio and appliance establishments be 
authorized by the distributor only and 
that only those meeting the requirements 
be so authorized. 


“That unfair, unethical or dishonest 
- of any firm be protested against and 





| 132,000 “BARGAIN 


| during April and May 


PACKAGES" SOLD 


| | More than 132,000 “Bargain Pack- 

| ages,” containing a vacuum cleaner, lamp 

Succeeds H. E. Dexter ACTIVITIES and iron, have been sold in a four-month 

i drive, according to an announcement 

NE W YORK—R. E. Fisher, vice presi-| MILWAUKEE—In an open letter to | made by E. F. Jeffe,  vice-presi- 
lent in charge of Public Relations and! the Wisconsin Radio Refrigeration & dent, Consolidated Edison Company 


of New York, Inc., to dealers and deal- 
ers’ representatives participating in “Con- 


ales Committee of Edison Electric In- Union B-1092, recently made some sug- solidated Edison’s Newest ‘Bargain Plus’ 

titute, it is announced. He succeeds} gestions: | campaign”. In addition, Mr. Jeffe said, 
ontre ( r wr ae . | thousands rac -leane ere si 

1. E. Dexter, Central Hudson Gas & 1. “That all listings in the phone book thousands of vacuum cleaners were sold 


separately. 

At the meeting checks were distributed 
to participating dealers for sales made 
under the com- 
pany’s “pool” arrangement which gives all 
of the profit to the dealer whether Con- 


| solidated Edison or the dealer makes the 





no firm that continues or insists in such | sale. Bonuses for the two months’ period 

practice be authorized to sell or service | for the sales made in all of the System 

by any distributor. territories, including Westchester, totalled 

. : ; 220.5 ; s the sec jee 

“That any firm doing authorized me age a... rear _, ~ sng = 

service shall be equipped to do a com- fe ution tity aus Coes ~ _—- he 

| plete service and use genuine replacement re distri ution Png made a April 

| parts or superior parts. when earnings under the “pool” arrange- 

yi igi . : ment for sales made during March 

That all listings of authorized totalled $100,938.06, bringing the total 

out the firms be cleared between the distributor, “pool” earnings since the beginning of 

nd she the association and the union. the campaign to $321,454.19. Mr. Jeffe 

ial as “That for the benefit of the public prophesied that by the time the campaign 

marty we consider two lists of ‘radio business’ ends on June 30 dealers’ bonuses should 
ell, only—one alphabetically as heretofore, reach nearly one-half million dollars. 

and one with the list broken down into | In a spontaneous gesture, following 

R. £. FISHER ‘city sections’ i.e, north, west, east, | the announcement of the bonus figures, 

south. Henry Dreyfuss, industrial designer, the dealers and manufacturers’ represen- 


tatives present agreed to contribute the 


tand dly al ide th A 
Te aie, ae a oe sum of $3,500 of the bonus money to the 


“That any question of ethics in ad- 





Mr. Fisher has been associated with wanian be left up to the Better Busi- washer he designed and which won the American Red Cross. 
Pacific Gas & Electric Company since} ness Bureau such as the use of superla- | Lord & Taylor award of $1,000 for the At another lunch meeting, at the con- 
gigi. In 1921 he became manager of the tives, prices, lefthanded ads to the trade most distinguished contribution to the clusion of the campaign, manufacturers 
Company s_ Commercial ore - itself. field of creative design. joined with Consolidated executives at 
the following yeas wee eye Bre Be $$$ —_—__— —_—__—_— which E. F. Jeffe was presented with a 
e has ) 


epresent position 
of the Pacific Coast Electrical Associa- 
tion, served for two years as Chairman] 
of the Pacific Coast Electrical Bureau, 
and was president of the San Francisco 
Electrical Development League. 





gold- plated vacuum cleaner by C. E. Wil- 
son, president of the General Electric 
Company. 





College Degree to Non-College Man 








Space Heater Men Eye 
Low Cost Housing 


CINCINNATI—The long shadow of 
federal housing was the focus of obser- 
vation at the June meeting of the Insti- 
tute of Cooking and Heating Appliance 
Manufacturers at Cincinnati. 

t K. Thulman, mechanical engi- 
neer, Federal Housing Administration, 
declared that FHA is interested in any- 
thing which will improve housing stand- 
ards and marketability. Steps have 
already been taken by FHA toward 
developing specification standards for 
oil space heaters, which will open new 
markets for them. 

The low cost house 
as a customer for 
| called to the attention of the 125 mem- 
bers present by Dr. Wilson Compton, 
general manager, National Lumber 
Manufacturers’ Association. Only 15 
per cent of the houses built last year 
were in the $4,000 class, and on an 
income basis this type is what more than 
| 50 per cent of American families need, 
he said. To sell it, manufacturers must 
adopt a policy of giving more value for 
the dollar 


New Responsibility 





motors 
ke this 
refrig- 
jances 
asier.”’ 


and its potentials 
space heaters was 








From office boy to president is the record of Charles E. Wilson, president of the 
| General Electric Company. Mr. Wilson began his business career at the age 
of 13 as an office boy for a predecessor company of G. E. On June 3 he 
received the honorary degree of LL.D. at William and Mary College from Vice- 
Rector G. Walter Mapp. Mr. Wilson delivered the commencement address to 
the class of 263 graduates. From left to right, the men are: Vice-Rector Mapp, 

Professor Tucker Jones, Mr. Wilson, and Professor T. J. Stubbs, Jr. 


New chairman of the Modern Kitchen 
Bureau's Plan Committee is Nelson 
Stuart, advertising manager of Kelvi- 
nator. Walter Sammis was re-elected 
MKB chairman. | 


ISING 
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Awards 


Hotpoint's Hughes Makes 





Presentations of Hughes Award prizes were made personally by George A. 
Hughes, Chairman of the Board, Edison General Electric Appliance Co., Chi- 
cago, (The Hotpoint Company), at the Edison Electric Institute Convention in 
Atlantic City, N. J., Thursday, June 6. Left to right: L. B. Round, vice president 
and general manager, Pennsylvania Power Company, third prize winner; M. T. 
Anthony, sales manager, Tampa Electric Company, first prize winner; George A, 
Hughes; and E. A. Lewis, vice president and general manager, Atlantic City 
Electric Company, second prize winner. 


Win Top Water Heating Honors 





The Washington Water Power Company was awarded the Modern Kitchen 
Bureau's $1,000 prize for the best all-round water heating job in 1939. Here, 


left to right, are J. E. E, Royer, vice president and general manager of the 
company; Kinsey M. Robinson, president; and J. R. Poteat, chairman, Electric 
Water Heating Section. NEMA. The company held three campaigns during 


the year, sold 2,432 water heaters. 


| 


BUSINESS DEVELOPMENT AT THE 
P.C.E.A. CONVENTIO 


(Pictures on Page 15) 


OAKLAND, CAL.—Timed to close just 
before opening day of the Golden Gate 
International Exposition, this year’s an- 
nual convention of the Pacific Coast 
Electrical Association drew an excellent 
attendance. Especially effective were 
various talks and discussions on present 
and future developments in lighting, ap- 
propriate in view of the contribution of 
the electrical industry toward the light- 
ing of the Treasure Island buildings and 
courts. 

Guest speaker was J. E. E. Royer, 
president of the Northwest Electric 
Light and Power Association, who spoke 
of the situation in the Pacific Northwest 
where private utilities are trying to help 
work out some program for the utilizing 
the output of the vast government power 
developments just now coming to com- 
pletion. 

The business development section, pre- 
sided over by E. G. Stahl, of the Pacific 
Gas and Electric Company, Fresno, vice 
chairman, in the absence of F. C. Todt, 
of the G. E. Supply Company, brought 
out many suggestions for improving busi- 
ness. The range, water heater and air 
heater committee discussed the N.E.M.A. 
proposals for standardizing water tank 


sizes and heating elements. Some of 
the western utilities were reported as 
favoring single unit heaters as being 


more efficient, with less demand and 
permitting less bulky tank sizes. East- 
ern experience is said to have favored 
the twin unit type. From a survey of 
employees of PCEA member companies, 
5,616 replies were tabulated to show that 


in their opinion electric ranges were to | 


| be listed in order of their appeal as (1) 


clean, (2) safe, (3) cool. For water 
heaters the order was safety, cleanli- 
ness, no vent, speed, silence. Ideas as 


to cost of operation of an electric range 
ran from $2 to $8 a month. It was 
recommended that tabulated results be 
sent to member companies to guide them 
in educating their own employees, an 
that a follow-up circular be sent to all 
employees answering the questions cor- 
rectly and correcting misconceptions. 
Discussion of the refrigerator and 
traffic appliance group centered about a 
talk on refrigerator trade-ins by William 
Vogel of the Electric Appliance Service 
Corporation, Los Angeles. Mr. Vogel 
maintains a reconditioning plant where 
refrigerators of all makes and models 
are reconditioned at a flat price of $20. 
His contention is that an average price 
of $10 per trade-in, plus the cost of 
reconditioning will end in a job which 


| can be resold readily for at least $49, 


thus permitting a tidy profit for the 
dealer. Low prices on refrigerators and 
mass buying of appliances at cut rates 


d | City, N. J. 





by groups of employees were discusseé 
Home economics director of one of th 
local radio stations contended _ thz 
women as a whole were uninformed as 
proper methods of utilizing the sma 
appliances they purchase and offered t 

| assistance of radio and newspaper a 
editors providing manufacturers woul 
supply them with the proper informatio: 
to be used in their daily work. Fre 
Yager of the Bank of America told 
the great growth of the small loa 
market, a condition which offers dealer 
new opportunity for sales if they tak 
advantage of it. 

Among other discussions of intere 
was the report on importance of simp! 
fying the wiring code in connection wi 
its provisions on new wire cables, t 
many talks on lighting, and the discus 
sion on the trends in the competitiy 
power situation. 

The Business 
sponsored _ several 
general assembly including a paper 
Wm. Bear of the Pacific Gas an 
Electric Company, previously presente 
at the L.E.S. conference in Los Angeles or 
“Fluorescent Lighting and the Utility 
John R. Pitsker, editor of “Housing 
spoke humorously of his experiences i: 
finding that a modern house could bk 
inadequately wired. 





Development Sectio: 
papers before 


the 





McCall's Sponsors 


Laura McCall Awards, donated by the 

publishers of “McCall’s Magazine”, wa 
| announced by Mr. H. P. Liversidge « 
| the Edison Electric Institute’s Priz 
Award Committee at the Institute’s an 
nual convention held recently in Atlanti 
These new awards are to b 
presented annually to the three hom 
service directors or directing heads < 
home service departments of those elec 
tric light and power organizations whic 
make the most outstanding contribution 
to the advancement of better living 
the home through the promotion of ele 
| trical appliances. 
| The Laura McCall Awards, which wi 
| be presented for the first time at the 
| 


| NEW YORK—The establishment of th 
| 


annual convention of the Edison Electri 
Institute in June 1941, on the basis o 
work done in the calendar year 1940 
will consist of a plaque and a check for 
$100 as first prize, a framed illuminate 
| parchment and a check for $50 as second 
| prize and a framed illuminated parchmen' 
| with a check for $25 as third prize 








PAGE 44 


Two Thor Prize-Winners 


LEFT 

Edward N. Hurley, Jr., president of the 
Hurley Machine Division of Electric 
Household Utilities Corporation, is 
shown here at the left presenting to N. 
Rotenstreich, President, Jefferson Home 
Furniture Co., Birmingham, Ala., six 
watches won by salesmen in that organi- 
zation for showing the greatest percent- 
age of increase in Thor washer-ironer 
sales of any retail outlet in the South. 


RIGHT 

R. G. Chamberlain, left, vice-president 
in charge of Pacific Coast operations 
of Thor washers and ironers, is shown 
here handing to George M. Dickie, 
branch manager of the Thor Pacific 
Company at San Francisco, the silver 
platter, of which Mr. Dickie won per- 
manent possession by being the first 
to lead a division in sales for three 

different months. 


JULY, 
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Left to right: Miss Kay Handley,Cen- Miss Mildred Miss Mildred Nichols of Miss Mildred Hickman, Di- 
tral Vermont Public Service Com- Hickman with Mrs. Graybar Electric Co. and rector of the 


pany, Rutland, Vt.; Henry Erath, rep- Josephine Loible, Miss Emma Maurice Tighe of Economics Department (left), re- 


Hotpoint Eastern Regional Home Service Conference 





Hotpoint Home 


TAMPA ELECTRIC 
WINS HUGHES AWARD 


Atlantic City Second 


of outstand- 


prom tion of 


CHICAGO—In rec 
ing performance i 
electric cookery the past year, 
the prize for firs in the Hughes 
Award, one of the most coveted honors 
9 the annual Edison Electric Institute 
Convention, was »resented recently to 
the Tampa Electric Company of Tampa, 
Florida. M. T. Anthony, sales manager, 
=, A. Talkington, merchandise manager, 
and F. J. Lacey, advertising manager, 
head the divisions of the Tampa Com- 
pany which were jointly responsible for 
the achievement. 

Second place went to Atlantic City 
Electric Company, for their promotional 
program under the direction of E. A. 
Lewis, vice president and general man- 
ager, R. E. Swift, assistant General 
manager, and B. L. England, commercial 














resenting Hotpoint's Boston District — ote ———— Boston Edison Company, dis- ceives congratulations on her Third | ella —— 
zs . . rector o cran- , : . . . . . | urd place was worn Dy TLS Y AV allie 
Office; Miss Delphine Lerschen, and Electric Com. O™ the day's sessions in the meeting from Miss Caroline Cecil Power Company, New Castle, Pennsy 


Miss Katherine Holey, both from poll Souaten, Oe 


Public Service Company of N. H. 
CASCO PRODUCTS IN 
APPLIANCE BUSINESS 


could bk )A. O. Samuels Heads New Division 


wards 
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BRIDGEPORT, CONN A nnounce- 
ment of the establishment of a new 
Home Appliance Manufacturing Division 
was made recently by J. H. Cohen, 
president, Casco Products Corporation, 
one of America’s most prominent manu 
facturers of electrical automotive acces- 
sories, located at Bridgeport, Connecticut 
Long recognizing the great oppor- 
tunities afforded by the ever-increasing 
markets in the home electrical appliance 
field, Casco Products Corporation have, 
over a period of years, surveyed the 
markets, developed, engineered and now 
are entering production on a number of 
ympletely new electrical products. 
Economies effected by the most ad- 
vanced manufacturing methods, and one 
of the industry’s finest engineering labora- 
tories, will be passed on to the consuming 
public in electrical devices of the highest 





1 of ele 


fhich w 
e at the 
| Electr 


quality at popular prices. 
Simultaneously with the announce- 


} ment of the new Home Appliance Divi- 


ion, Mr. Cohen advised that A. O. 
Samuels, former president of Samson- 


basis of @ United Corporation, Rochester, N. Y 


sar 1940 
check for 
juminate 
as secon 
archmer 
rize 


: 


ee 


is now affiliated with Casco Products 
Corporation as general manager of the 
new Appliance Division. Mr. Samuels 
brings a broad home appliance manufac- 
turing, selling and merchandising experi 
ence gained over 18 successful years in 


this field. Mr. Samuels is the inventor | 


» of the rubber-bladed electric fan and 





any other revolutionary devices now on 
the market. 

Assistant manager of the new Casco 
Home Appliance Division will be Jack 
Schenberg, former assistant secretary 
and director of merchandising of Samson- 
United Corporation. 

Full production has already been 
started on one of the appliance product 
groups, electric heating pads. 


Norge Adds 25% 
More Dealers 


DETROIT, MICH.—National dealer 
representation, of Norge Division Borg- 
Warner Corporation has risen more than 
25 per cent to a current total of 6,333 
retail outlets as compared with 5,059 a 
year ago, according to M. Glenn 


sales. 

More than 5,200 dealers or 82 per cent 
Mt the total handle the Norge Rollator 
refrigerator, O’Harra stated. He said 








- 


ISING 


O’Harra, vice-president in charge of 


lobby of the Electric & Gas of McCall's Magazine, one of a 


vania, of which L. B. Round is vice 

Association headquarters number of women's magazines president and general manager. 
represented, | First prize is a handsome silver tro- 
—— a = | phy, a check for $500, and a Certificate 
| of Recognition. The second place award 
that dealer representation in other Norge tributors far ahead of their 1940 sales | consists of $300 and a Certificate of 
product lines, which includes the over- | quotas,” he said. “Some of them have | Recognition, and third prize is $200 and 


lap of those who sell two or more types, | been ordering from 150 to 200 per cent | a Certificate. Hughes Award contest 


is as follows: washers, 4,191; gas | more heavily than they did a year ago. | judges were: Ralph H. Jones, Presi- 
ranges, 3,628; space heaters, 2,624; elec- | As a result, the factory in recent weeks | dent, Ralph H. Jones Company, Adver- 
tric ranges, 1,934 accumulated a bank of unfilled orders | tising Agency; H. G. Dooley, Associate 


“The increased number of outlets and before material 


Kelvinator's Atlanta Men Are All Good Cooks 


shipments could be 
an unexpected jump in consumer | speeded up sufficiently to permit neces- 
demand, have placed most of our 60 dis- | sary increases in production schedules. 





Editor, “Electrical World’—and Ken- 
neth Dameron, Director, Committee on 
Consumer Relations in Advertising. 





This cheerful group are members of the Kelvinator branch 

in Atlanta, Ga. They are all set to cook a meal for Harry 

Parsons, former Kelvinator range sales manager, who was 

on a visit. They are all expert cooks so let's watch them 
go to work on a meal for the visiting guest... 


Ng 2 We 





sonal 
| 
1 





Now Emmett Webster, wholesale man for Birmingham, Ala., 
mixes the biscuits and R. D. Anderson, wholesale man for 
Tennessee, slices potatoes. This meeting in Atlanta was 
timed to open a drive featuring a new Kelvinator range. 
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First C. R. Brogan, Atlanta branch manager, fries some 

doughnuts; H. D. Wehrly, Jr., wholesale man for Chatta- 

nooga, does a little assisting; and W. A. Richter, wholesale 

man for south Georgia, tests the roast in the oven of a new 
Kelvinator Electric Range... 


Ga 





And here's the bunch: Standing—John Ashburne, Emmett 

Webster, C. R. Brogan, Willie Nunnally (serving). Seated— 

Joe L. Pleasants, N. F. Horton, W. A. Richter, H. D. 
Wehrly, Jr., Harry Parsons and R. D. Anderson. 
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OU feel about her the way you feel about 
bpm favorite sister or that nice Mrs. 
O’Brien across the street who gave you 
cookies when you were a kid. 

She needn’t be beautiful to look at. Like 
members of your own family, you know her 
so well you hardly know what she does look 
like. It’s what she stands for in your life 
that counts. What she means to you and 
what she’s done for you. 

By those standards, Miss Liberty is 
130,000,000 people’s idea of a real Glamour 
Girl. She’s our life and our freedom to live 
it. She’s our guarantee that we can eat when 
we’re hungry, live where we please and vote 
the way we want. She’s our wife and our 
kids and the flowers in our front yard. She’s 
Saturdays off and something to give thanks 
for on Thanksgiving. She’s refrigeration and 
a good five-cent cigar and The Saturday 
Evening Post once a week. 

She’s America. And the Post is her diary 
—the life of her people, their problems, their 
triumphs and their fun. Turn its pages and 
you will sense that here is the U.S. A. in 
print. Millions of Americans have sensed 
the same thing before you. In the Post they 
found the magazine most like themselves. 
And by the warmth of their welcome they 
made it the biggest magazine in the world. 


» * * 


ASK YOUR BEST CUSTOMERS (his question: ‘‘In 
what one magazine do you pay the most atten- 
tion to advertising?’’ In survey after survey, 
the answer is always the same—a preference 
for the Post greater than for the next three 
magazines combined. That's why advertisers 
of electrical appliances concentrate more of 
their advertising in the Post ...where people 
concentrate on advertising. 
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Roberts & Mander Stove Company 


The Board of Directors of the Roberts 
ind Mander Stove Company, Hatboro, 
Pa., manufacturers of “Quality” ranges, 
have announced the election of Henry S. 


Rew Positions of the Mouth 





Premier 


} Ralph B. Wilson, executive vice- 
{ president of Electric Vacuum Cleaner 
} Co., Inc., has announced the appointment 
} of Paul W. Conrad as regional manager 





Minster as president. Mr. Minster suc- sete ~—= 
reeds Clarence V. Roberts who has been 
resident of the company since its found- 
ng in 1905. Mr. Roberts becomes Chair- 
man of the Board. 


AIRTEMP 


K. T. Keller, president of Chrysler 
Corporation, announces that D. W. Rus 
sell has been selected president of Air- 
temp, the company’ airconditioning and 
heating division in Dayton, O., to take 
over the duties of Col. A. C. Downey, 
who is taking an extended leave of ab- 
sence due to ill health. 





HENRY S. MINSTER 


The election of M1 Minster Presi 


as 


ent is a further development of the com 
any’s plans for the strengthening and 
expansion of its position as one of the 





yuntry’s oldest and most important inde 
endent stove manufacturers. 
Graduate Whart 


D. W. RUSSELL 


d from the m School of 
Finance and Commerce of the University 
Pennsylvania in 1923, Minster joined Mr. Russell came to Chrvsler Cor 
fhe management and engineering firm of poration in 1931, bringing with him 18 
Stevenson, Harrison and Jordan. He years of experience in engineering, m¢ 
then joined York Heating and Ventilating chanical and sales fields Since that 
(Corporation in an executive capacity, time he has done technical and _ sales 
later merged with the Carrier Engineer work in the company’s Fargo Division, 
ig Company, with whom Minster con- of which he was made a vice president in 
tinued as an officer of the company until 1932. 


ts removal to Syracuse in 1937. 

Since 1937, Mr. Minster has been a 
artner in Minster and Co., New York, 
msultants in management, marketing, 


financial and production problems 


Indianapolis League 


Announcement has been made by 


Daniel P. Hess, president of the newly 

Schick Shaver reorganized Electric League of India 

napolis, of the appointment of Walter O 

K. C. Gifford has been appointed vice- Zervas as managing director of the 


resident in charge of sales of Schick association. 
Dry Shaver, Inc., and A. F. Fisher vice 
president in charge of engineering and 
manufacturing, it was announced today 
by R. J. Cordiner, president of the cor- 

ration. Both are widely experienced in 
their respective fields 





WALTER O. ZERVAS 


A graduate of the University of Wis 
consin in 1922 Mr. Zervas managed the 
Electric League of Milwaukee for nearly 
ten years. More recently he has been in 
charge of load building for the Rural 
Electrification Administration in Wis 
consin. 





K. C. GIFFORD 


Mr. Gifford resigned from the post of 
general sales manager of the Toast- 
master Division of McGraw Electric 
Company of Elgin, Ill, to assume the 
general sales managership of Schick on 
January 1. He had been affiliated with 
McGraw for fifteen years, and is well 
known in the appliance field. 

Mr. Fisher was formerly vice-president 
and general manager of the Robeson 
Rochester Company, manufacturers of 
10ome appliances and tableware. 


Graybar 


Mr. A. W. Palin, Jr.’s appointment as 
service manager of the Graybar Electric 
Company’s Jacksonville house became 
effective on May 15. He has been located 
at Jacksonville since 1924, and when in 
1927 that office was designated a Main 
Mr. Palin 





House, M was then appointed 
Other officers are W. S. McMenemy, head service clerk. 
secretary and treasurer, and R. R. Included in the Jacksonville house 


Merkle, assistant secretary and assistant 
treasurer. 


territory are branch offices in Orlando, 
Miami, Tampa, and Savannah, Georgia. 
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cemcdarent=iseigitiavinniaal — of the Cleveland, Detroit, Cincinnati, 

Louisville, Columbus, and Fort Wayne 

branches of the Premier Division. Mr. 

‘onre rst beco associate th 

Blackstone Conrad fir become a ciated with 

Premier in 1923 and shortly afterward 
C. W. “Doc” Thomas, Jr., formerly in 
charge of major appliance merchandising 
for Strawbridge and Clothier, one of 


Philadelphia’s leading department stores, 
has been appointed factory representative 
for Bl ording to 


slackstone ( orporation, at 
a recent announcement by P. S. Moyni 
han, Blackstone sales manager Mr 





PAUL W. CONRAD 


me 
became manager 
ern New York 
quently he was 


sales division Subse 
appointed manager of 
the Cleveland sales division. Mr. Con 


of the company’s west 





rad returns to the Premier organization 
after an uur years, during 
which time he operated an agency, bear- 


C. W. THOMAS, JR. 


absence of f 


Thomas’ territory consists of New 


ing his own name, for one of the lead 
Jersey, Delaware, Maryland and the ing automobile manufacturers. He will 
District of Columbia. make the Cleveland sales division office 

Backing special study in merchandis his headquarters. 

ing problems at the University of 
Pennsylvania with nine years of prac- 
tical experience with Strawbridge and 
Clothier, Mr. Thomas has a_ sound Horton 
knowledge of the advertising, merchan . ; 
dising and retail sales of major house Verne F. Hannon, sales manager of 


Horton Manufacturing Company, Fort 
Wayne, Indiana, says that business hi 
improved to the point where it has be 
come advisable to reduce salesmen’s ter 
ritories i 


hold appliances. 


is 


Bendix 


each 





to permit man to cover a 
J. S. Sayre, vice president in charge growing list of dealers. In line with this 
of sales of Bendix Home Appliances, policy, Horton announces the appoint 
announces the addition to the home of- ment of William H. Bradley to be dis 
fice staff, of Jack Frohlich, to direct trict manager in the Northwestern Ohio 
territory. 
This territory was formerly a part 
f the district covered by Edward Fitz 
simmons, but in the future Mr. Fitzsim 
mons will devote all of his time to North- 
eastern Ohio. 
JACK FROLICH 
their sales training program 
Mr. Frohlich comes to Bendix after 
long association as regional managet 
for Norge. He is well known for his 
sound principles for helping selling men W. H. BRADLEY 
to help themselves. 
Mr. Bradley is well-known in the 
home laundry equipment field—both for 


his selling experience and as a designing 


engineer. 


General Shaver 


R. H. Alexander, sales manager of the 
General Shaver Division of Remington 
Rand, Inc. Bridgeport, Connecticut, has 
announced that E. H. Given has been 
appointed as manager of the Pittsburgh 
sales district. Mr. Given has been con- 
nected with the Sales Department of the 
General Shaver Division for some time 
and has been transferred from the 
Chicago district. 


Harvey-Whipple 


G. W. Keller, Sales Manager 
Harvey-Whipple, Inc., announces the 
appointment of Fred’k W. Stierhoff of 
Arlington, Mass., as factory representa 
tive covering Eastern Massachusetts, 
New Hampshire and Rhode Island 


of 
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“THE GREATEST NAME IN STEEL” 


“VOUNGSTOW 99 | Three New Easy District Representatives 








iable tl 
resen' 
KITCHENS = 
upply | 
yunced 
(ALL STEEL) = 
erchan 
are easy to - 
“4 
C. M. ROBERTS D. C. CUNNINGHAM 1. W. SHIPP 
4 
Easy ceeds Mr. Paletou as manager of t 
southern district. 
J. J. Nance, general sales manager of R. E. Ebersole, formerly New Y« 
the Easy Washing Machine Corporation, Metropolitan branch manager for t 
announces the appointment of C. M. | northeastern district, succeeds Mr. Eb 
Roberts as divisional sales manager of | sole as metropolitan manager. 
| the Easy Northern Division. 
Mr. Roberts has long been associated 
with the home laundry appliance busi- Norge 
ness, most recently having been in | : ; 
| charge of the Maytag Company’s Phila- | James A. Sterling has resigned led i1 
€ | delphia branch. He will headquarter in | general merchandise manager for Nore Blectric 
. | Minneapolis, from which point he will Division Borg-Warner Corporation. “@raduat 
» b manage Easy sales activities in the states | Walter Seiler, president of Seiler, Woli@ears | 
ee \ | of Wisconsin, Minnesota and Iowa. & Associates, Inc., Norge advertisin]ompan 
' Mr. Nance also announces the ap- | Counsel, announces that Sterling is to & 
| pointment of D. C. Cunningham as | come a vice president of his organizati 
divisional sales manager of Easy’s Sterling has been with Norge for 
Southeastern Division with headquarters years, first as advertising and sales pr 
in Atlanta. Mr. Cunningham has been | Motion manager and later in charge An <¢ 


with Easy many years, having served | mer jandising for all products. His back ¥New \ 

A KITCHEN LIKE THIS 4@) 51 formerly as manager of the company’s grov'd also includes seven years of e pened 

Midwestern and Northern Divisions. — ecutive service with Maytag, precede@innati, 

ABOUT THE PRICE OF A ; Mr. Nance. in addition. has announced | by experience in automotive merchandi 
the promotion of I. W. Shipp to the post ing and in government engineering. 

efele)d) REFRIGERATOR of divisional sales manager in the South- | . According to President Seiler, M 

t ern Division. Mr. Shipp was assistant Sterling’s principal responsibility with t 

to the Southern divisional sales manager. | 28¢ncy will be the development of clic 

’ merchandising programs. 


@ YOUNGSTOWN all-steel kitchens are 
easy to sell for, as a display, they are very at- 


Westinghouse Lamp 
tractive and those who buy are the best pros- 


: Sie : Electrical Testing Laboratories 
Appointment of A. E. Snyder, former 6 





pect getters. general sales manager, to the post of Appointment of W. C. Anderson 
; , assistant general manager of the West- | sales manager of Electrical Testing La 
The Youngstown line gives a custom built etf- inghouse Lamp Division was announced | oratories, with particular responsibili 
fect that cannot be secured in any other way recently by D. 5S. Youngholm, vice- for utility sales, is announced by Prest 
; president of the Westinghouse Electric | S. Millar, president. Mr. Anderson 
for cabinets and cabinet sinks are built with the & Manufacturing Company. Mr. Sny- | taking over his new duties immediate 
. ler’s headquarters will be at New York. | He comes from the Ohio Power Cor 
same steel, the same finish and the same hard- B. H. Sullivan, former manager of the | pany, ;Canton, where he was Divisi 
ware—one design for the complete kitchen, ex Lamp Division’s middle western district | Industrial and Commercial manager. 

; with headquarters at Chicago, IIl., will | Mr. Millar also announced that at J 
clusive of range and refrigerator succeed Mr. Snyder as general sales | recent meeting of the Board of the La § 
Sales helps include miniature kitchens, sales manager, with headquarters in New York. oratories, Denis J. Lees was elect 

ther appointments announced by Mr. | assistant treasurer. Mr. Lees has 
Hr itosslblot MMe (ohd-setjtelemrlot(-yelot Mette MEU belol-) mel-yelone Youngholm included the following: the past ten years been comptroller a 


Leon S. Paletou, former manager of | previously to that directed the work 
the Lamp Division’s southern district | the Accounting Department. He w 


conditions, a demonstrator. Send in coupon for 


the complete story! with headquarters in Atlanta, Ga., be- | continue in these capacities with enlarg 
omes manager of the middle western dis- | responsibilities. 

trict at Chicago, succeeding Mr. Sullivan. | An enlarged sales organization has be 

Charles A. Conklin. manager of | established, according to Mr. Millar, e 

automotive products sales, with head- bracing the field of utility sales, gener 


MAIL THE COUPON TODAY! quarters in New York since 1938, suc- | test and certification sales. 


YOUNGSTOWN 
YOUNGSTOWN PRESSED STEEL DIV. KITCHENS CARRY 
MULLINS MFG. CORP 


WARREN. OHIO THE GOOD Two New E. a, ‘ Appointments 


I am interested in selling the YOUNGSTOWN all-steel kit- HOUSEKEEPING 
chen line. Please put me in touch with the nearest Youngs- SEAL OF APPROVAL 
town distributor 





Name of Company 
Address 


City 





Signed by 





YOUNGSTOWN PRESSED STEEL Div 
MULLING MEG CORP 
WheREn, On 


YOUNGSTOWN PRESSED STEEL 


Divisioh MULLINS MANUFACTURING CORPORATION 
Warren, Ohio 








DENIS J. LEES W. C. ANDERSON 
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Westinghouse Supply 






)wing to increased importance of the 
and Rapids, Mich., area and to better 
ible them to take care of their dealer 
resentatives in that market, district 
ficials of the Westinghouse Electric 
ipply Company at Detroit recently an- 
yunced the establishment of a Grand 
pids branch with Inwood Smith as 
handise Manager. 
Upon graduation from school he en- 


of t 


er 


la 


lew Yi 
1or t 


Mr. Ebe 





INWOOD SMITH 


signed 2 @olled in and completed the Westinghouse 





















or Norg@lectric & Manufacturing Company's 
ation. <@raduate student sales course. For two 
ler, Woll@ears he has been associated with the 
dvertisin@ompany’s Columbus, O., distributors. 
x is to lx , 
Zanizatic 
ge tor Crosley 
sales pr 
charge An office of Roy S. Durstine, Inc., 
His back New York advertising agency, has been 
ars Of €1MMpened in the Enquirer Building, Cin- 
precede@innati, O., with H. G. Little, formerly 
erchandi s 
ring. 
‘iler, M 
y with t 
t of clic 
tories 
derson : 
sting Lai @ 
ponsibilit 
yy Prest 
iderson 
mediate 
wer Cor 
Divisic 
nager. 
that at @ 
f the La 
as__ elect H. S. LITTLE 
s has 
oller : 
pant rice president of Lord & Thomas, as 
He woge2nager. This is in connection with the 
eaten be ney work in handling the advertising 
pt the Crosley Corporation. 
—— With Mr Little in the office here are 
filler, e NW. B. G. Kirk, formerly of Benton & 
»s gener ow les of New York, as art director; 
James Smyth, formerly of Newsweek, 
BS creative head; and Miss Dorothy 
Wiring as office manager . 
Youngstown Pressed Steel 
Youngstown Pressed Steel Division of 
Mullins Manufacturing Corporation, 
Warren, Ohio, manufacturers of all- 
hie “Youngstown” kitchens, announces 
Bhat Marshall Adams has joined its or- 
c zation and will direct the merchan- 
Bising of “Youngstown” kitchens 
Mr. Adams brings a wide merchandis- 
ing experience from the electrical ap- 
e, heating, air conditioning, plumb- 
h: and building industries. He was 
ormerly engaged in the merchandising of 
Rlectrical appliances, refrigerators, and 
anges for Westinghouse Electric and 
fanufacturing Company, and in the sales 
romotion of oil burners, stokers, gas 
coal heating equipment for American 
idiator and Standard Sanitary Corpora- 
Bion 
‘or several years he cooperated ac- 
Rively with the F.H.A. He has also 
NDISIN 








been advisor to organizations of build- 


ing material and equipment manutac- 
turers and national groups of builders. 
Youngstown Pressed Steel Division 


also announce the appointment of R. E. 
Densmore national supervisor. 
Mr. Densmore comes to the organiza- 
tion from the Norge Corporation, De- 
troit, Michigan, where he was field sales 
manager of all appliances. Before join- 
ing the Norge Corporation he was as 
sistant vice president in charge of sales 
for Kelvinator Corporation, Detroit, 
Michigan. 

Mr. Densmore played a very prominent 
part with both Kelvinator and Norge in 


as sales 


the formulation and administration of 
their sales policies, design of product, 
the organizing of their sales department, 
and the selection and development ot 
their merchandising distributors 
G-E Farm Sales 
To promote the sale ol products ol 


the General Electric appliance and merch- 
andise department to the farm market, a 
new farm sales section of the department 
has been formed at Bridgeport, Conn. 
George E. Mullin, Jr., has been appointed 
manager of the section, reporting to C. M. 
Snyder and to J. M. Crawford for activi- 
ties affecting respectively the appliance 
and the construction materials divisions 





GEORGE E. MULLIN, JR. 


General Electric’s special attention to 
the demands of the rural electrical mar- 
ket is thus further aligned with the 
company’s main sales efforts. A _ rural 
electrification section has been in exist- 
ence since 1923 at Schenectady as part of 
the central station department, concerning 
itself with promoting the sales of trans- 
formers, meters, motors, soil heating 
cable, and other apparatus products. 
Mullin was a member of that section for 
the past four years, and more recently 
was associated with the electrical travel- 
ing exposition which toured the country 
under the sponsorship of the R.E.A. He 
is a graduate of Purdue University, of 
the G-E courses in student engineering, 
sales training, and business training, and 
did post-graduate work in Butler Uni 
versity’s school of business administra- 
tion. From 1928 to 1936 he was a G-E 
apparatus salesman in the company’s 
Indianapolis office 





J. P. McKenzie has been ap- 


pointed Southern Division 
manager for Thor washers and 
ironers, with headquarters at 
Memphis. 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 






What does this name 
mean to you? 


94% KNOW 
WESTINGHOUSE 


In a nationwide cross 
section survey, people in 
14 scattered cities were 
asked what the word 
“Westinghouse” meant 
to them. 94% of those 
surveyed identified it 
with quality electrical 
equipment. 


The motors millions know 


mean EASIER SALES 


The Westinghouse name plate on the motor of the 
appliances you sell paves the way to easier sales. 
It inspires confidence ... reduces resistance... 
removes mental barriers of doubt as to performance 
of equipment. To 94% of the buying public — 
including yours — the name “Westinghouse”’ stands 


for quality electrical equipment. 


Gear this added sales power to your selling. 
Specify and supply the motors millions know — 
with the name that millions respect as a guarantee 
of electrical dependability. Westinghouse Electric 
& Manufacturing Company, East Pittsburgh, Pa., 
Dept. 7-N. 


J-03072 


Westinghouse (W 


Small Motors 
The ohine vA heal Kesislance 
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25% of your 1940 
Refrigerator Sales 
will involve 


" TRADE-INS’ 


46% will demand 
reconditioning 
20% will be JUNK: 
34% will be resold 


rT " 
AS | S (FROM STATISTICAL DEPT. ELECTRICAL MERCHANDISING 


@ These figures are most significant. More than anything else they re- 
veal the ultimate value of a lifetime porcelain enamel finish. By far the 
majority of the “as is” refrigerators are all-porcelain. 


“Trade-Ins” are never as up-to-date as new models, but no one expects 
them to be. If they are good-looking they will still sell. That's why prac- 
tically every dealer prefers the all-porcelain refrigerator as a trade-in. 
They are clean and white. They require the minimum of reconditioning; 
they sell quickly. 


In a few short years the percentage of sales involving trade-ins will be 
much larger than 25. The trade-in problem will constantly become more 
serious. You can eliminate much of tomorrow's trade-in problem by sell- 
ing the all-porcelain model today. The more all-porcelain jobs you sell 
now the fewer trade-ins will have to be junked in years to come. 


And, if the porcelain enamel is LUSTERLITE, both inside and out, then you 
have sold (or traded-in) a refrigerator that is finished with durable, fade- 
less enamel. LUSTERLITE Porcelain Enamel is, without doubt, the most 
uniformly high-quality porcelain available. More and more refrigerator 
manufacturers are learning this and are passing on to their retailers the 
profit-benefit of LUSTERLITE,—for over twenty years made by Chicago 
Vitreous Enamel Product Company in Cicero, Illinois. 


CHICAGO VITREOUS 


LUSTERLITE He ENAMELS 
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Landers, Frary & Clark 

B. C. Neece, vice president, announces 
the appointment of H. M. Parsons as 
sales manager of the Electric Range and 
Division of 


Water Heater 


Landers, 
Frary & Clark. 





HARRY M. PARSONS 


Mr. Parsons, who formerly was an 
official of Landers, Frary & Clark, and 
sales manager of the Electric Appliance 
Division will take up his new duties on 
July Ist. He has just resigned as man- 
ager of the range department of the Kel- 
vinator Division of the Nash-Kelvinator 
Corporation, Detroit, Michigan to accept 
his new position in New Britain. 

W. J. Cashman, who for several years 
has been a major appliance sales execu- 
tive with Landers, Frary & Clark has 
been appointed sales promotion manager 
of all Universal major appliances. 


Kelvinator 
Announcement of the appointment of 
Steele R. Sellers as sales manager of the 
electric range department of the Kel 
vinator Division of Nash-Kelvinator 
Corporation is made by Frank R. Pierce 
general sales manager. 
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STEELE R. SELLERS 


Sellers, who succeeds Harry M. Pars- 


ons, resigned, brings a vast amount « 
experience to the Kelvinator range-sales 
post. He has been directly connected 


with the household appliance industry 

since 1916, and his rise to his new posi- | 
tion includes service as a retail salesman 

service man, wholesale man and mer- 
chandising and promotion man. 

For the past eighteen years he has 
been in public-utility merchandising 
work. Before coming to Kelvinator, h¢ 
was with the West Penn Power Con 
pany, where he served as merchandising 
manager. 


Kane Heads Omaha League 


OMAHA — The newly reorganized 
Omaha Electric League has made R. | 
Kane, former, Proctor Electric Company 
representative, full-time secretary man- 
ager. At a dinner meeting May 24, 
Jerry Weston of the Kansas City League 
made the principal address. 
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f} PREPARE NOW FOR 

7 ANOTHER BITTER 
WINTER AND 

‘HOT’ FALL PROFITS! 























MR. QUICK HEAT 


+--BYA FAMOUS 
0 
COMPANy, - 


-+- BACKED BY A New 
SUREFIRE MERCHAN. 
DISING CAMPAIGN, 


ee 





UICK HEAT” 


OIL BURNING HEATERS 


PREPARE NOW-—for extra Fall sales. Recent articles in this 
magazine point out profit possibilities in Oil Heaters—and 
QUICK HEAT gives you a line that will do a real job. 
PREPARE NOW-—to give your customers quick, clean heat, 
wherever and whenever needed. Modern heat that’s safe, 
healthful and economical. 

PREPARE NOW — witha stock of beautiful, streamlined QUICK 
HEAT models—designed for high heating efficiency and back- 
ed by 61 years of dependable performance. 

PREPARE NOW-—with our copyrighted 2-for-1 Promotion 
Plan that will bring you plenty of mew customers—and extra 
sales to old customers. Backed by displays, mailings and other 
helps. And a Mystery Key Contest to pull in store traffic. For 
complete details mail coupon below. 


AMERICAN STOVE COMPANY 


MAKERS OF MAGIC CHEF GAS RANGES 










American Stove Company, 


1299 Long Ave., Lorain, Ohio 


Please send details of new QUICK HEAT 2-for-1 Sales 
Plan and Mystery Key Contest 


Se a ey ee 


Company 


Addr ess 
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Drawing the Hotpoint Sweepstakes Winners 





At the close of the full-line Hotpoint Sweepstakes Campaign, Miss Mildred 
Hickman, Director of the Hotpoint Home Economics Department, disclosed the 
names of ten Hotpoint distributor salesmen eligible to participate in President 


A. D. Byler's special Prize Fund. 


Left to right: Tom Blackburn, western editor, 


Electrical Merchandising, special witness; Miss Hickman; A. D. Byler, Hotpoint 

president; George A. Hughes, chairman of the board; George Scott, Hotpoint 

treasurer; Ed Cochrane, sports editor, Chicago Herald-American, who verified 

the names of the winning salesmen; G. H. Smith, Hotpoint general merchandising 

manager; Frank E. Watts, editor, Electrical Dealer, special witness; and Clinton 
Brown, campaign manager 


ELLIOTT-LEWIS WIN 


HOTPOINT SWEEPSTAKE 


CHICAGO—Hearty approval of the 
full-line, over-all sales activity from 
Hotpoint distributors all over the coun- 
try marked the close of the gigantic 
Hotpoint Sweepstakes Campaign, accord- 
ing to Clinton Brown, Hotpoint Cam- 
paign Manager. 

Top honors went to the Elliott-Lewis 
Electric Company, Philadelphia, Pennsyl- 
vania. Second place was won by Inter- 
state Electric Company, Shreveport, 
Louisiana, and third place by Graybar 
Electric Company, Detroit, Michigan. 

Individual Grand Champion distributor 
salesman is Homer Siegfried, Graybar 
Electric Company, Portland, Oregon. 
Al Harris, Simon Distributing Company, 
Washington, D. C., and L. Kearns, Gray- 


bar Electric Company, Detroit, were 
second and third, respectively. 
Throughout the entire Sweepstakes 


Campaign, each unit sales of any Hot- 
point appliance entitled the distributor 
salesman to one additional “Sweepstakes 
Ticket,” which was deposited in the 
sealed Sweepstakes Barrel (An 80-gal- 
lon water heater shell). Thus—the 
greater his unit sales, the greater his 
chance to participate in the special prize 
fund set aside by A. D. Byler, Hotpoint 
president. 

The sealed shell was opened at a 
special Hotpoint Sweepstakes luncheon, 
and names of the ten distributor sales- 
men participating in the special prize 
fund, were announced. 

Mr. Ed. Cochrane, renowned Sports 
Editor of the Chicago Herald-American, 
was present as Star Witness. Frank E. 
Watts, Editor, Electrical Dealer, Tom 
slackburn, Western Editor, Electrical 
Merchandising, and Don Braemer, West- 


ern Editor, Electrical World, were also 


witnesses, 


Miss Mildred Hickman, Di- 


rector, Hotpoint Home Economics De- 


| partment, read the names, handing each 
| ticket to Mr. 


Cochrane for verification. 
Each of the ten distributor salesmen was 
immediately notified that he would re- 
ceive a special prize of $75. 

On Saturday, June 15, the running of 
the LaSalle Handicap at Lincoln Fields, 
Illinois, brought the Hotpoint Sweep- 
stakes Campaign to its dramatic climax. 
The winner was held by L. E. Walton 
of General Electric Supply Corporation, 





Pittsburgh, Pennsylvania, who far ex 
ceeded his quota throughout the can 
paign. He received $1,000 of the specia 
prize fund. C. L. Finley of Grayba: 
Electric Company, Wichita, Kansas, wa 
second, and received $500. Grand Chan 
pion Salesman Homer Siegfried of Gray 
bar Electric Company, Portland, Orego: 
was third, receiving $250. 





Easy Releases 
Summer Campaign 


“The need for a washer increase: 
33 1/3% in the months of July and Au- 
gust”, claims B. L. Finn, Easy sale 
promotion and advertising manager, “an 
we're giving our dealers the ammunitior 
to go after that business”. Mr. Finn 
referred to a brand new sales promotion 
campaign for summer that is being cur- 
rently presented to dealers. 

3asis of the campaign is the increased 
use of the washer in the summer months 
as proved by special surveys 
Home Companion among its fame 
“reader-editors”. Perspiration, summer 
dust, preponderance of washables . 
all of these factors tend to increase the 
summer washing problem. Shirts ar 
washed more frequently, new items suc 


as cotton dresses, slacks, beach robes are} 


added to the weekly laundry list. Thus 2 
faster, gentler washer will save more 
time and wear in the summer than at an 
other time in the year. 


To present the program to dealers 


Easy has prepared a complete package|} 


containing: (1) a plan book telling t 
dealer the story and showing him ho 
to sell it, (2) a set of special summe 
displays, a demonstration manual, an as 
sortment of window display stunts, pré 
miums, newspaper advertisements, etc 
In commenting on the new progra! 
Mr. Finn pointed to the success Eas! 
dealers have had with similar program: 
in the past. “Last spring”, he said, “wé 
offered appliance dealers a special spring 
package designed to sell “Spindrier 
models. As a result of this activity our 
dealers sold more “Spindrier models” in 
April and May than in any simila! 
period during the past ten years.” 
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SSOUTHERN CALIFORNIA 
| STAGES ROASTER 
. CAMPAIGN 


\S ANGELES—Announcement has 

) made of a roaster campaign which 

to be a summer program throughout 

system of the Southern California 
Kdison Company. This is a dealer event, 

volving five makes of roasters, with a 

gram based on extensive advertising 

the part of both power company and 
participating dealers. This will take the 
form of newspaper ads, billboards, street 
ar and bus cards and direct by mail 
inserts. 

Roasters are being sold on the basis of 

eir advantages for cool summer cook 

for use in apartments, in trailers, in 
country cabins, and as auxiliary ovens in 
connection with the regular’ kitchen 
range. Makes involved include the Gen 
eral Electric, Everhot, Proctor, Nesco, 
und Westinghouse. 

Dealers have been urged to contact 
their distributors to obtain roaster sales 
helps. They are urged to train someone 

their sales force to make demonstra 
ions, in the store, in prospects’ homes 
ind before women’s clubs and gather- 








vod ings. In connection with their tie-in-ads, 
the fit is suggested that they offer some small 
or } premium to women who come into the 
hee, j tore for demonstrations. \ mass dis 
sint } play of roasters in the store is urged 
int The Southern California Edison Com 


‘ed S pany provides streamers and counter 
: ards and keeps the dealers informed as 
ing sales through monthly reports and 
ton ' “pet < : . 
sales summaries. A _ finance plan is 
available for all makes of  roasters 
through the Bank of America-Southern 
California Edison tie-in plan. This pro- 
} vides for a $3 down payment plus sales 

Stax, with a $2.50 monthly installment 
far ex- | and a $3 carrying charge, amounting to 
e cam- § twelve month terms. On payment of a 


tere 





special @ 2 per cent fee, the dealer may discount 
Graybar @ his sales contracts “without recourse.” 
saS, Wa 
| Chan 
vf Gray 

Orego: 


Coleman Moves in Portland 


PORTLAND, O.—Growing pains in the 
Pacific Northwest has caused the Cole- 
man Lamp and Stove Company to move 
again. This time the Portland head- 
quarters will be at 322 N. W. Tenth 
Ave., the third move since the office was 
Daign opened six years ago. J. G. Nichols is 


branch manager. 
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ss Fas tomers for new "Hi-Speed" Calrod units 
rogran of Hotpoint which means a market for 
aid, “w 3,500,000 units. This Calrod counter 
1 spring display helps tell the story but there is 
indrier | a mailing piece, a visualizer, national 
vity our advertising, all behind the replacement 
dels” 1 drive. A very small inventor + 
simi'a — y os 
. smack in the replacement unit business. 














HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 


WIRE 


USED IN MILLIONS OF APPLIANCES 
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YOUR STAR 
SALESMAN 








Your interests are well served, in your 
heating-appliance department, by your star 
salesman, Hoskins Chromel. Also, its sales 
“sfay sold.” A Chromel equipped appliance 
stays on the job, in the home, for many 
years—during which, its performance per- 
suades your customer to return and buy 
more. She likely doesn’t know of Chromel, 
but she’s happily aware of the trouble-free 
service, that you know is due to the Hoskins 
Chromel element. All this means profit to 
you, in customer good-will, and in the 
absence of service annoyance. .. . It would 
make a long story to tell you why Chromel is 
so reliable. You're satisfied, we _ think, 
merely in knowing that it is reliable—just as 
the device makers know it. They know it to 
be consistently so. Hence, it seems we need 
not coax you to specify that your devices 
be equipped with Chromel. You just natu- 
rally vote for your star salesman. 

Hoskins Manufacturing Co., Detroit, Mich. 
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Sears, Roebuck o! Angeles has 


‘ g mnthly cook 
t s f du tne 
¢ oe t ustomers 

{ ( Va ectr de 
e range 
i fi ith and 

tr 


Sunset Appliance Com- 


pany g is been take 
7 
Gottschalk’s | \ $ is 
t i i electr 
r i rerator 
i i i ) ugnt n i 
ire l ested ques yn 
i . » 
| ] I igle Rock 
t of Los Angeles recently took 
ver the VW i Club House for a 
nt electr i expositior The elec 
cooket 1¢ trations, in whicl 
lealers were assisted by a home 
ery representative trom the Bureau 
Power and Light, brought out a 
upacity sudier e in the club’s large 
iuditoriun 
* * * 


The Women’s Club House of Van 
Nuys, California, was recently taken 


overs by six local dealers, who lined 
e walls with displays of electrical 
uipment from their stocks and put 
a cooking school which brought out 
of the housewives of the 
munit 
> * * 

l } tration a day ran entir¢ 
was the re yr i Kay's depart 
tore of nge St all ind 

i vere rett vell ) 
jin és ¢ wa ; 
\ W. El business agent 
e Los p din mo essen of Power 
and _m— is a record of twenty-five 
ur vith the Bureau. In cor 
rat ! ant ersar\ his p 
ire and the sto f s life recent 
ipied « derable space 1 Che 
Intake” He n charge of all power 
bits and displays sponsored by the 
Bureau for g the sales of ele 
ip ance 
> * > 


Roberts & Roberts, well known 


liance dealers of the Eagle Rock 


trict of Los Angeles recently moved 

new quarters on Colorado Boule 
vard Adequate floor space, modern 
lecoration and lighting, a model ele« 
tric kitchen and several new lines of 
lectric merchandise are among the 

vations in the new store 

* * > 


Mayfair Village, a recent real estate 
development in the San Fernando Val 
ley in southern California, is a low 

st building project which involves 
175 two and three-bedroom homes, de 

igned to meet the needs of modest 
income purchasers. In order to make 


the homes more salable, the Weber 


Building Company, which is financing 
the scheme, has installed electric water 
heaters in every home and has pro 
vided plenty of nvenience outlets 
ind adequate service equipment for 
future electr needs The model fur 
nished home in the district, which 
how oe tive hasers what 
their new quarters ma ] kk like when 
tur ed ithitted Nit an all 
electr t n 
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up his sleeves and went to work. 


A President Goes to Work 





When William F. Wilbur (right) service man for the J. A. White Distributing Co., 
Grand Rapids, Meadows washer representatives for western Michigan, asked |. N. 
Meadows president, a question about crankcases, “Newt" rolled 


Roy Andree, at the left, proves he is assistant 
to the president by watching closely. 


Western 


WS FLASHES 


$9.95 offer of food mixer and juice 
extractor and an all-steel enamel kit- 


hen table. Terms offered were “no 


money down and 25¢ a week.” This 
insured weekly visits to the store 
throughout the ten months the con- 
tract had to run and was expected to 


ead to many additional purchases of 


needed electrical equipment atnd ac- 


cessories 


* ” * 


Fisher-Glassford of Fresno, Cali 


fornia have recently become local rep 
resentatives of the Maytag line of 
washers and ironers. They announce 
a new service department prepared to 
handle all types of work on washers 
and ironers 


* + * 


A leader ad on “electric roasters 


for cool summer cookery” run in May 


by the San Joaquin division of the 
Pacific Gas and Electric Company in 
Fresno papers brought out accompany 
ing ads from nine local dealers. 


A Mystery Huddle at Thor 





District representatives of the Electric Household Utilities Corp., 
makers of Thor washers and ironers, gather around a new mystery product soon to 
be announced as the latest Thor feature. 
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“The store with the lucky address 
advertises the Samoville Furniture 
Company of Sacramento, capitalizing 
on the “seven-eleven” feature of the 
new store at 711 Jay Street. The 
have been doing some extensive pr 
motion of Philco refrigerators. 


* * * 


Sears, Roebuck of Seattle, Wash. 
has just opened its new building, wit! 
a three-day celebration which involved 
successive evening celebrations wit! 
fireworks and se archlights, followed 
by community singing of the street 
crowds and acrobatic and musical nun 
bers. A_ street dance on Saturday 
night culminated the exercises. T! 
new building includes 45,000 square 
feet of sales space, with all the latest 
modern features in lighting, air con 
ditioning and display. A large area in 
the rear is provided for free parking 
of customers’ cars. A model kitchen 
is one of the new features of the 
electric department. A 14-page sectior 
of the Post-Intelligencer announced 
the opening of the new building. 


7 * * 


A Housewares Fair was a mid-May 
event for Frederick & Nelson of Seat- 
tle. “Frigidaire Week” was celebrated 
simultaneously in the basements larg: 
appliance department, being announced 
to local customers in a half-page three 
color ad. 

* . od 


‘Two years to pay on purchases of 
$50 or more”, advertise Tull & Gibbs 
of Spokane, Wash, with first payment 
deferred for a month. Electric ranges 
washers and refrigerators have come 
in for some recent advertising. 


7 * * 


For having the highest percentage 
of quota in water heater and range 
sales during March the Lewiston di 
vision of the Washington Water 
Power Company won a trophy and a 
cash prize, which they blew in on a: 
all-company jamboree. 


- * 7 


Mr. and Mrs. Sam Heath of Chelan, 
Wash. have started activities in that 
district as Westinghouse dealers. They 
ypened their new quarters with a series 
of electric cookery demonstrations, t 
which new customers on recent line 
extensions in that district were it 
vited 

*_* * 


A survey by the Portland General 
Electric Company of new homes on its 
lines during the twelve-month period 
ending April 1, 1940 indicates that 
more than three-quarters of the fami 
lies moving into new quarters are 
using electricity for cooking, that 41 
per cent have electric water heaters 
and 82.5 per cent have electric re 
frigerators. Automatically operated 
oil-electric furnaces were used by 38 
per cent of the homes, this figure in- 
creasing to 40 per cent during the first 
three months of this year. Electricall) 
driven blowers for various types of 
furnaces have been installed in 67 per 
cent of the homes since the first of 
the year Electric “spot” heaters aré 
also popular, 149 of these having been 
bought and installed by contractors 


period. 











ma I BO wee 


and builders in the last five-month UT 


* * *& 


“An all-electric home in Portland, 


(Oregon) costs less than in any other 
large city”, advertises the Northwest- 


ern Electric Company, proving it by 


quoting figures from 41 of the principal 


cities of the country. 


* * * 


Celebrating its thirtieth anniversary, 
the Pacific Power and Light Company 


is holding a series of open houses 


scheduled from May 27 through July c 


in twenty-seven communities throug! 
out its system. Customers and frien 
are invited to an exhibit which shov 
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onto the profit side. 





In a recent survey covering 17 small 
appliances, 39% of the women inter- 
viewed said, “I want an ELECTRIC 
ROASTER next!” That’s why so 
many alert dealers are now boosting 
profits with easy-to-sell ELECTRIC 
ROASTERS. All they do is show 
how the ELECTRIC ROASTER works — what it does — 
how much the prospect will benefit from the easier cooking 
—easier living that an ELECTRIC ROASTER brings. The 
woman’s already formed desire does the rest! 


LOW PRICE BIG PROFIT 





Its low unit price makes the ELECTRIC ROASTER sale- 
able to all income classes. Its low market saturation — only 
three out of every hundred wired homes now have ELEC- 
TRIC ROASTERS—gives you twice as many prospects for 
roasters as you have for toasters or vacuum cleaners. And 








the ELECTRIC ROASTER pays a big profit per sale for 
such a small easy-to-sell appliance. 


NATIONAL \. + 





DVERTISING 





The three-year program started by The Modern Kitchen 
Bureau in 1939 is greatly intensified, in 1940, by additional 
manufacturer’s advertising. Copy appears, this year, in the 
Saturday Evening Post, Collier’s, Life and leading women’s 
magazines. This copy reaches your prospects—in your ter- 
ritory—sends them into your store. 


CHECK WITH YOUR UTILITY 


Utilities gain increased profitable load with every ELEC- 
TRIC ROASTER sold. That’s why most of them are solidly 
behind dealers’ selling efforts — supporting the Bureau’s 
program — pushing manufacturers’ campaigns. So gear in 
with your utility’ss ELECTRIC ROASTER promotions, Get 
together—pull together—and take the easy way to Profitville. 


THE MODERN KITCHEN BUREAU... 420 Lexington Ave., New York, N. Y. 


Electric Roasters 


Electric Roasters 
move low-use customers over use current in the initial rank fourth as load-builders require relatively small cap- rank fifth among appliances 
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Electric Roasters 


UTILITY EXECUTIVES! HERE'S HOW AND WHY ELECTRIC ROASTERS BOOST NET REVENUE! 





Electric Roasters Electric Roasters 


brackets of the rate structure. among all home appliances. ital investment forthe utility. retailing for $20 or more. 
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See the 


BROILK ING 
line at Booth 7 80 
NEW Yorx 

HOUSEWares SHOW 


Atlantic City, July 7-12 





EA NOL AME 


AMERICA’S 


FINEST ELECTRIC BROILER 





ing up kitch 





APPROVED 
— BY 


MODELS from 
LISTING 


IT’S COOL, ROOMY, FAST, ECONOMICAL 


BROILKING is the ideal appliance 
“eool kitchen” promotions this sum 
for biggest volume, 
isfacti icious broiled foo 

e satisfaction of delicio ; 
: ens—cooks fast, uses little current. BROIL 


a perfect gift item, it’s an everyday 
a NEW appliance market that 
hed. The popularity of table 
aily and BROILKING quality gives 
bout in design, workmanship, mate- 


built right to give your customers 


KING is more than 
money-maker tapping 
has hardly been scratc 
broiling is growing d 
you more to talk a »w 
rials and selling features than any othe 


5675 to $4325 


to feature in your 
mer—priced right 


ds without heat- 


r broiler line. 










if YOU WON'T BE AT THE SHOW, WRITE TODAY FOR THE BROILKING PROFIT STORY 


2 
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ERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues, Brooklyn, N. Y, 2 





YPS Does a Little Kitchen Educating 





The manufacturer of YPS “Youngstown” steel kitchens has started a series of 

distributor educational meetings to train distributors’ men in selling steel kitchens. 

Here's one of the first held with five representatives of the V. J. McGranahan 

Distributing Co., Toledo, O. Seated, left to right, are McGranahan men G., R. 

Campbell, Norman H. Cook, H. H. Carpenter, Daniel Mesteller and O. V. Yar- 

nell. Standing, YPS men A. D. Corey, Frank Knecht, Charles A. Morrow, R. E. 
Densmore, Marshall Adams, Mike Ondo and Jack Gimbel. 


the progress of electricity and electrical 
equipment during the _ thirty-vear 
period Advancement in the science 
of illumination, plus some of the spec 
tacular displays from the “House ot 
Magic” will also be part of the pro 
gram, to which customers and friends 
of the company are to be invited 


* * * 


Huttner Bros. of Naches City, 
Washington, opened up an electric de 
partment recently with a 
school and appliance display 
n of 238 watched a 


cooking 
An audi 
home service 
girl from the Pacific Power and Light 
Company prepare a complete oven 
meal, the dinner when complete being 
awarded to the member of the audienct 
who guessed closest the number of 
kilowatt-hours of electricity used in its 
preparation, as recorded by a meter 
set up on the stage. The door prize 
was an electric roaster 


* * * 


rhe sales organization of Mont- 
gomery Ward’s Astoria store have re 
cently undergone a training in electri 
cal selling at the hands of a representa 
tive of the Pacific Power and Light 
Company's home service department 
he program was staged as a part of 
the utility’s program of dealer coopera 
tion. 


* * 
Five electric ranges and a variety of 


other prizes, totaling in all $1,350, were 
the rewards for customer essay writers 


| 


















in an electric range essay cont 
staged by the Pacific Power and Lig: 
Company throughout its territory fr 
April 15 to May 31. Preliminary « 

tests were conducted in each of 

company’s twelve districts, with 
grand sweepstakes in the end to « 
termine the winners of the maj 
prizes. Top prize in each district was 
$19.95 electric roaster, followed by 
$10 electric merchandise order and 
number of $5 merchandise order 
Entry blanks had to be obtained fr 
company or dealer stores and returr 
filled out, in person, to the store fri 
which obtained. This gave the dea 
two chances of delivering a sales ta 


* * * 


Grand prize of an electric range wi 
awarded the lucky owner of the w 
ning ticket at the close of Ren 
three-day electric cooking sch 
Tickets for the drawing had to be « 
posited personally by those attendi 
the school in the store of some one 
the cooperating dealers, and were the 
mixed for the final selection. T 
Good Housekeeping Shop furnished 
Norge range on the winning. ticke 
which had been deposited in their sh 
“A Song in the Kitchen” was t 
theme of the event, which was spc 
sored by all of the electrical dealer 
of Reno, as well as a number of ot! 


merchants. More than 700 hous 
wives attended each session in t 
centrally located Granada __ theate} 


Electrical displays arranged by c 





Space Heater Session in Portland, Ore 





Appliance Wholesalers of Portland, Ore., distributors for Evanoil heaters in 
Washington and Oregon, discuss space heater promotion at a meeting under 
the direction of J. E. Severtson and Bob Masters of Appliance Wholesalers and 
J. O. Wilson, assistant sales manager of Evanair Division, Evans Products, Detroit. 
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iting dealers in the lobby of the 
ter were inspected, not only by the 
sands attending the school during 
three-day run but also by regular 
ter patrons during the afternoon 
evening. 


* * + 


elebration which lasted for a night 
, day marked the onening of H. E. 
viers & Son’s new store on May 10 
eno, Nevada. Music, prizes, dem- 
rations, motion pictures and spe- 
141 displays of electrical equipment 
part of the program arranged 


* . * 


\f 


iy was “president’s month” with 
e B. C. Electric Railway Company of 
ancouver, B. C., during which all 
loyees of the company make a 
ecial effort to send in prospect tips, 
es being awarded to those whose 
»s lead to actual sales. Last year a 
rd was set by the closing of 109 
ijor appliance prospects during this 


*- *+ & 


Rill 


S Bill Bitcon of the B. C. Electric 
mpany sales staff, in chef’s cap anc 
ron bravely faced 700 women at the 
yoking school sponsored by the local 
aper of Kamloops, B. C. He was as 
sted in his cake making by Davi 


elch of the newspaper 


BBR QR OY 


* * * 


Alex Forst of Vancouver, B. C. ar 
ounces the expansion of Forst Bros 
D the extent of a grand new store to 
le located in Hastings East This 
usiness has steadily grown, until it 
ow has branches in most of the resi 
ence districts of Vancouver 


* * * 


65 local dealers and salesmen of Vic- 
pria, B. C. recently attended a cook- 
ng class for “men only” conducted 
the home service department of 
he B. C. Electric Railway Company 
1 their Douglas Street auditorium 
tee cooked were distributed by 
rawings at the close of the program 


* * * 


Sales program for the coming year 
lor the Victoria district of the British 
lumbia Electric Railway Company 
was announced at a spring meeting of 
he industry at which the progress of 
he preceding year and plans for 1940 
were thoroughly discussed. A quota 
bf $382,500 in gas and electric ap 
Pliances is the objective set for the 
foming year 





| * * * 


The agricultural division of the B. C 
“lectric is now in the hands of Ralph 
1. Gram, who takes over the work of 
Bupervisor following the resignation of 
Sid Bowman from this position. Mr 
liram is a graduate in science and agri 
tulture from the University of British 
Lolumbia, with two years at the Uni- 
Nersity of Saskatchewan and several 
Wears experience as agricultural rep- 
resentative of the company in the 
Fraser Valley 


« * 7 


\ survey of 34,573 homes on the 
lines of the Pacific Power and Light 
Company indicate that radios have the 
highest saturation, with washers next 
mt 79.6 per cent. Ranges have a 
Saturation of 20.4 per cent, water heat- 
ers 15.6 per cent, refrigerators 40.6 per 
cent, radios 93.8 per cent, vacuum 
cleaners 30.9 per cent and ironers 6.8 
per cent. In a survey of 9,156 homes, 
it was shown that I.E.S. lamps are to 
be found in 24.4 per cent of them. 
Dealer and company electric appliance 
sales quota for 1940 has been set at 
over $4,000,000 for the territory in- 
volved. 


. * * 


ir conditioning and Red Seal wir- 
ng help to sell homes built for resale, 
according to E. A. Howard, contract- 


n 


i engineer of Altadena, California. 




















ADAPTS A PROVEN 
PRINCIPLE TO THE 
OIL BURNING HEATER! 


The village blacksmith found out a long time ago that forced 
draft made more heat! Today, this same principle adapted to 
the modern oil heater will mean more sales for you! Buyers 
will be quick to see the advantages of Syncro-Matic Mechanical 
Draft featured exclusively on Quaker Burnoil Heaters. They 
will welcome the fuel savings and greater capacity it will 
bring them—just as you will welcome the freedom from service 
it will bring you. For with Syncro-Matic Mechanical Draft, no 
reliance is placed on the chimney, except as a vent. The burner 
automatically supplies its own air for complete, efficient com- 
bustion at every fire stage! No other heater can offer you this 
revolutionary, sales-building advancement. It will pay you to 


mail the coupon below for complete information today! 


MECHANICAL Acgr 
Saues 20% ta 35% 


Quaker’s new Syncro-Matic Mechanical 
Draft Burner will enable your customers 
to save 20% to 35% in fuel costs com- 
pared to a natural draft heater operat- 
ing on the same chimney! This is made 
possible kecause oil and air are per- 
fectly synchronized at every fire stage 
with the unique control shown above. As 
oil flow is increased or decreased, air 
supply is also increased or decreased in 
scientifically determined proportions. 
Thus, PERFECT balance for PERFECT 
combustion is maintained at all times— 
WITHOUT DEPENDING UPON THE 
CHIMNEY! You will want to know more 
about this revolutionary new develop- 
ment—the greatest advancement in heat 
ing since Quaker introduced the first 
oil-burning space heater more than fif- 
teen years ago. Mail coupen below for 
your FREE copy of Quaker’s new twenty- 


page-book—"’ Tomorrow's Heater Today.” 


QUAKER MANUFACTURING COMPANY 
233 W. ERIE STREET, CHICAGO, ILL. 






FREE BOOK! MAIL COUPON! 
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Name 


Address 





PaGhGGGREREE 


Gentlemen: Without obligation, please 


send copy of twenty-page book on Quaker Burnoil Heaters- 
“Tomorrow's Heater Today.” 
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LOOK, MAMMA, THIS ONE'S 
VACCINATED! 


HOW THE BOY’S REMARK 
SOLD A PORCELAIN ENAMELED 
REFRIGERATOR FOR ME 





Mays. BuRKE and het little boy were in 
looking at refrigerators this afternoon. Mrs. B. 
couldn’t seem to make up her mind. I could 
see she was about to pull the old dodge 
about “looking around some more before 
deciding.” But as she was getting ready to 
leave, up pipes little Johnny. 

“Look Mamma,” he said, pointing at one 
of our better models, “This one’s vaccinated!” 

\nd that gave me just the opening I needed. 
“The boy’s right,” I said, smiling. “You might 
say that one ts ‘vaccinated.’ Vaccinated with 
a mark of protection — the U-S-S Virtre- 
NAMEL Seal.” 

She looked interested, so I carried on with 
the VITRENAMEL story—told her how U-S-S 
VITRENAMEL is a metal made especially to 
take and hold a more perfect enamel finish— 
how its use in any product is proof of through- 
and-through quality. 

Five minutes later, Mrs. B. signed the order. 
Funny how often that U-S-S VirrENAMEL 
Seal helps put the clinch on a sale! 


TO HELP YOU CLOSE MANY A SALE. Makers of quality porcelain enameled 
products are now making the most of the fine base metal that lies beneath the 
porcelain. They label their products with the U-S:S Vitrenamet seal, symbol of 
the finest enameling sheets, evidence of superior craftsmanship. Advertisements in 
imerica’s most widely read magazines feature the importance of this mark on 
stoves, washing machines, table tops, refrigerators, etc. See that the products 
you sell bear this mark. It will help you close many a sale 


CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors United States Steel Export Company, New York 


UNITED STATES STEEL 
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The Idaho Power Company’s spr 
range campaign finished with 114 ; 
cent of quota made by company 4 
dealer sales. Nine hundred and n 
electric ranges were sold during 
eleven-week period. The “prima 
campaign” water heater drive show 
excellent promise, 321 heaters out oj 
quota of 450 having been sold by M 
24, with three weeks more to go 


* * * 


Sixteen rural cooking schools 
cently completed by the home sery 
department of the British Colum} 
Electric Railway Company repor 
a total attendance of 1,803. At Cl 
wick and Mission the attendance 
nearly 400 at each school. 


* * * 


Rate reductions affecting domes 
users of electricity have been 
nounced by the Washington Wat 
Power Company. The top brach 
rate now starts at 5¢ for the first 
kw.-hr., dropping to 3.5¢ for the 
56 kw.-hr., to 2.5¢ for the next 
kw.-hr., with a 7-mill water heat 
rate on the same meter after $4 
The reduction comes as a result 
several features, among which 
steady gain in saturation and custon 
use is an important factor, accordi 
to J. E. E. Royer, vice president 
the company. 


* * . 


New merchandise manager for 


Salt Lake City office of the Graybi] 


Electric Company is D. H. Capwe 
for some years past associated w 
this company in their San Francis 
and Oakland, Calif. offices. 


bd * * 


In Cottonwood, Idaho, the Cit 
Electric Service Company, under t 
management of Lester Reed and Sta 
ley Kopszynski replaces the forn 
Chamberlin Electric. The store ma 
tains a plumbing and electrical cor 
tracting department, as well as har 
dling a line of General Electric rang 
refrigerators and other appliances. 


+ = * 


The Andrew Oliver Electric Com 
pany has opened its doors in Kamia 
Idaho to sell a Westinghouse line 
ranges, refrigerators, water heaters an 
laundry equipment. Mr. Oliver w 
formerly with the Home Furnitu 
Company of Grangeville. 


* . * 


The Automatic electric washing n 
chine is now represented in norther 
California by L. H. Bennett of Sa 
Francisco. Sennett recently under 
took the manufacturing of air cond 
tioning equipment, utilizing the faci 
ties of the Hammond Aircraft factor 


* . * 


In order to devote its time to pr 
viding electric service for the w 


needs in the Utah district, the Utab} 


Power and Light Company is retirin: 
from the retail sale of major electri 

appliances, according to a statemet! 
made to Salt Lake papers recently | 


Geo. M. Gadsby, president of the com 


pany. The power company will here 
after confine its efforts to the stor 
sale of lamps and such minor aj 
pliances as will serve the convenien 
of the public, leaving all other iten 
to be sold through electrical dealer 
channels. The program of cooperatio! 
which the company plans to adopt ha: 
not yet been announced in detail. 


* - * 


An all-electric model home is being 
constructed in Salt Lake City for dis 
play to the public under the auspices 
of the Electrical League of Utah. T! 
project is designed to reach prospectiv¢ 
home builders before all home planning 
details have been decided upon. Elec 
tric range, water heater, refrigerator 
automatic stoker, furnace fan, disposa 
unit, dishwasher, ironer and other elec 
tric appliances are to be displayed, as 
well as all features of adequate wiring 
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11,714 RANGES SOLD 


IN BUFFALO DRIVE 


UFFALO, N. Y.—The annual spring 
range sale, jointly sponsored by the Buf- 
» Niagara Electric Corporation, the 


ectrical Association of the Niagara 
ontier and dealers throughout the 
estern New York area was an out- 


nding success this year both from the 

nt of actual range business and the 

nulating of greater interest in electric 
king. 

A final report on the campaign shows 
hat a total of 1714 ranges were sold dur- 

the drive this year compared with 
527 in the corresponding period a year 
igo. This year the power company ac- 
inted for 663 ranges compared with 

65 a year ago. Dealers this year sold 
1051 units compared with 862 a year ago. 
T e sharp increase in volume of dealers’ 
of is significant since it indicates that 
lealers are taking hold of the campaign 

greater enthusiasm as the years 
go by. 

\ unique feature of this year’s drive 

is the auctioning off of a range at 
each cooking school session sponsored by 
e power company in connection with 
e campaign. A total of ten cooking 

ools were held, six in Buffalo shop 
ping communities and four in suburban 

as. As each woman entered the 

hool she was handed a slip of paper 
long with her recipe sheets. She was 

nstructed to hold this paper until after 
he school session. 

The women were instructed to write 
their name and address on the paper and 
make a bid, if they wished, on a range 
which had a retail price of $99.50. The 
results were “amazing” campaign officials 
reported. In most instances the range 
sold for between $80 and $90. In one 
instance a bid of $90.90 was made and 
in no case was a range sold for less than 
$72. Ten per cent of the women in at- 
tendance put in bids over the $40 price 
level. 

The important feature of this auction 
plan was that it provided the power 
ompany with an excellent prospect list. 
Any woman bidding over the $40 mark 
was considered a good prospect and 
through use of the auction slip the com- 
pany had a record of her name and 
address. Average attendance at each 
one of these cooking schools was around 
500. Thus, from the ten schools, a 
prospect list of approximately 500 women 


are 


was furnished through use of the auc- 
tion idea. 

Tieing in annually with the spring 
range campaign is the water heater drive. 


is year both dealers and the power 
mpany sold a total of 536 water heat- 
ers compared with 601 in the correspond 
ing period a year ago. 
Each year the range camnaign is put 
a more systematic and scientific basis 
Considerable work goes into the planning 
the drive long before the first promo 
im appears. The power company, co 
perating with the Electric Association, 
explains the setup to dealers. Electrical 
\ssociation headquarters prepared ad 
rtising, this year built around the ad 
tages of cooking the electric way. 
Che ads stressed the progress of elec 


cooking since 1920 when ranges 


vere slow. Advantages of cooking the 
electric way were played up in the ad- 
ertisements with interesting cartoons 


giving reader interest. 

In addition to the newspaper advertis- 
ng placed by the Electrical Association, 
€ power company placed its own ads 
ind encouraged dealers to do likewise. 
lhe dealers responded to this appeal in 
fine manner. 

\ tabulation of advertising lineage 
laced in area newspapers during the 
ive shows that dealers placed a total 

2732 inches of advertising, the Elec- 

cal Association, 3525 inches and the 
ower company 2640 inches. 

In addition to this, the power company 
ed bill inserts with its customers and 
general display material. The drive con- 
ued for a period of ten weeks. Charles 

sell, sales supervisor of the appliance 
vision of the Buffalo Niagara Electric 
‘rporation, was in charge of the cam- 
paign. 
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"Sam" Goes to Proctor 


Vernon E. "Sam" Vining, homely selling 
philosopher and head of department 
store sales for Westinghouse for the past 
few years, has joined Proctor Electric 
Co., Philadelphia, in a similar capacity, 
according to Roscoe Imhoff, sales man- 
ager. Sam is known the country over 
for his ‘Selling Slants" and demonstra- 
tion stunts. 


$100,000 EXPANSION AT 
BIRTMAN ELECTRIC 


ROCK ISLAND, ILL.—The 
Electric Company has awarded con 
tracts for the design and construction 
of additions amounting to approximately 


sirtman 


35,000 sq. ft. to their plant at Rock 
Island, Illinois, to The Austin Company 
The expansion program calling fo: 


the investment of more than $100,000 
will substantially increase capacity for 
the manufacture of the company’s wash 


ing machines, vacuum cleaners and ele 
tric irons. It will include a new plating 
room, a new punch press department, a 
substantial addition to the machine 
and additional foundry and 
space. 


Ss 1Op, 


warehous« 





E. W. LLOYD, APPLIANCE 
PIONEER, DIES IN CHICAGO 


CHICAGO—Hard to realize by the 
present day generation is the fact that 
the Pilgrim fathers of the appliance busi- 
ness—the John Aldens, the Captain Miles 
Standishes, the Governor Bradfords— 
are just now beginning to pass from the 
scene, 

The death of Edward W. Lloyd, vice 
president of the Commonwealth Edison 
Company, of Chicago, breaks the Gil- 
christ-Edkins-Lloyd triumvirate which 
created the world’s first electric shop and 
pioneered every appliance up to the 
present. Mr. Lloyd passed on June 26. 

“He was one of the earliest merchan- 
disers to grasp the tremendous impor- 
tance of mass merchandising from door 
to door, in its relation to load building 
and its broadening effect on diversity 
factor,” declared EK. A. Edkins, his fel- 
low worker. 

In an old scrap book Oliver 
who was Lloyd’s assistant, preserves 
mementoes of past campaigns that read 
like a “who's who” of the appliance in- 
dustry. It harks back to 1903 when 
fans, simplex percolators, heating pads, 
American Beauty irons and curling irons 
were the only appliances sold. It lists 
the electric chafing dish (“demoded by 
what social changes?” asks Edkins). 
There is a follow-up letter signed by 
Samuel Insull which enclosed a stamped 


Hogue, 


self-addressed envelope ‘ You could 
learn how to make toast at the table, 
and were advised to protect yourself 


against burglars with electric lights. The 
carbon lamp, the tantullum lamp, the 
nernst lamp and the tungsten were sold 
as “cool” light, much as range cooking 
“cool” today. 

There was a series of full color oil 
paintings sold to Samuel Insull by a 
persistent artist during a train ride which 
showed the benefits of indirect lighting, a 
—, fleeing from an electrified house, 
and voluptuous ladies enjoying a chafing 
dish dinner. The Hylo lamp was a Lloyd 
promotion of early days. 

Mary Garden declared she would only 
sing under the glow of amber lamps. A 
politician wanted “flaming” arcs to light 
from 


is sold as 


the way river to depot. 
There were brawls to settle, about 
which present day members of the busi- 


ness medical men 
1908 as being 


boosted for 


know nothing. The 
attacked electric lights in 
ruinous to the eyes, and 
kerosene lamps. 

“I’ve kind o’ noticed,” said 
Twain, “it’s thinking in time 
a man ahead of his mother-in-law.” 

This expression from a_ promotion 
written by Ed Lloyd in 1906 sums 


Mark 
that keeps 


piece 


Chromolox Turns On the Heat 





Celebrating their 25th anniversary, the Edwin L. Wiegand Company, Pittsburgh, 
manufacturers of Chromolox heating units, held a meeting of their sales represen- 


tatives from the United States and Canada, June 
E. N. Calhoun, 


Edwin L. Wiegand, president; 
Greer, manager of industrial sales; 


19-20-21. 


general sales manager; 


Speakers included 
M, M. 


D. A. Wolff, sales promotion manager and 


Bruce Fleming who recently joined the company after resigning from NEMA. 
New and improved units were shown the delegates and advertising, merchandis- 
ing and promotion plans outlined. 


1940 





Edward W. Lloyd, 


vice presi- 
dent of the Commonwealth 
Edison Co., Chicago, created 
the world's first electric shop 
and pioneered every major 
electrical appliance. 


that knew 
thinking in 
ide as. He 


up his personality to those 
him. He was perpetually 

time. He was warm to new 
was young in soul to the end of his life 
Nevertheless, he was practical and cau 
tious in adopting new items. 

These early day electrical men realized 
that the mountain must go to Mahomet 
When Ed Lloyd took over sales in 1906 
he saw that people must be educated 
the use of electricity. The electric shows, 
in which McCutcheon cartooned a baby 
spanking machine, and Harris, an early 
day Rube Goldberg, showed cigar light 
ers, whisking machines and other gad- 
gets, charmed the public. 


Chicago Was First 


Pioneer manufacturers made a rush to 
the world’s first electric shop with their 


wares. If an item was to be found any- 
where, it was in Chicago. In 1906 the 
Kratz washer, a belt driven machine was 
being advertised. In 1908 Hurley and 
1900 made their bow. “A new way of 
cleaning rugs” broke the ice for the 
vacuum cleaner in 1908. In 1911 the 
Electric Shop fathered window displays 
in motion, the object being a washer. 

In line with his drive to put electric 


comforts at everybody’s door, Ed Lloyd 
started canvassing by wagon men. His 
department used shows, direct mail, 
newspaper advertising, worked every 
angle. Even people who lived, upstairs 
in Chicago apartments where water 
pressure was low were sold pumps. 

He was slow about electric refrigera- 
tors. Approached by Fred Wolf, in- 
ventor of the electrical refrigerator (he 


credits him with this) in 1914, he stood 
off the device until 1925, when as a 
member of a committee he reported it 


ready for utility distribution 

Many call Ed Lloyd the father of the 
room cooler. In 1931 he believed so in 
the device that he ordered six from a 
doubtful manufacturer at a cost ot 
$600 apiece. 

A native of Ontario, Mr. Lloyd 
to the United States in 1881 and was 
naturalized in 1893. He joined the Chi 
Edison Company as an engineer 
and draftsman. A widow and two chil 
dren survive him. He was 68 at the 
time of his death at 900 North Michigan 
Avenue, and had recently returned from 
Florida. 


some 


came 


cago 


UTAH POWER COMPANY 
QUITS MERCHANDISING 
According to Utah newspapers ot 


recent date, the Utah Power and 
Light Company is to withdraw from 


the merchandising of all major 
electrical appliances at an_ early 
date, turning this business over to 


dealers of that territory 
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DEPENDABLE Oil 
7 New Heater Models of These Famous 
° Manufacturers 
— 


American Boiler & Foundry Co. 
Milan, Michigan 


American Stove Co. 
Lorain, Ohio 


Anchor Stove & Range Co., Inc. 
New Albany, Indiana 


Associated Oil Burner Co, 
Hartford, Connecticut 


Caloric Gas Stove Co. 
Philadelphia, Pa. 


The Cleveland Co-operative 
Stove Co. 
Cleveland, Ohio 


Cole Hot Blast Mfg. Co. 
Chicago, Illinois 
The Coleman Lamp & Stove Co. 
Wichita, Kansas 
Copper-Clad Malleable 
Range Co. 
Se. Lewis, Missouri 
Dixie Foundry 
Cleveland, Tennessee 
Dortch Stove Works 
Franklin, Tennessee 
Duo-Therm Div., 
Motor Wheel Corp. 
Lansing, Michigan 
Eagle Stove & Foundry Co. 
Belleville, Ilinois 
Enterprise Foundry Co., Led. 
Sackville, N. B., Canada 
Estate Stove Co. 
Hamilton, Ohiec 
Evans Products Company 
(Oil Burning Water 
Heater Controls) 
Detroit, Michigan 
Florence Stove Co. 
Kankakee, Illinois 
Gasoroil Mfg. Co., Inc. 
Genoa City, Wisconsin 
Glebe American Stove Corp. 
Kokomo, Indiana 
Globe Machine & Stamping Co. 
Cleveland, Ohio 
Gray & Dudley Co. 
Nashville, Tennessee 
Great Western Stove Co. 
Leavenworth, Kansas 
International Oil Burner Co. 
St. Louis, Missouri 
Jungers’ Stove and Range Co. 
Grafton, Wisconsin 
Kalamazoo Stove Co 
Kalamazoo, Michigan 


Lace Oil Burner Co. 
Griswold, lowa 






















































Valves control the 


Av J. Lindemann & Hoverson Co. 
Milwaukee, Wisconsin 
H. C. Licele Burner Co. 
San Rafael, California 
Lonergan Mfg. Co. 
Albion, Michigan 
Malleable Iron Range Co. 
Beaver Dam, Wisconsin 
Metal Door & Trim Co. 
LaPorte, Indiana 
The Moore Corporation 
Joliet, Hlinois 
Norge Division, 
Borg Warner Corporation 
Detroit, Michigan 
Oakland Foundry Company 
Belleville, Hlinois 
Odin Stove Mfg. Co. 
Erie, Pennsylvania 
Ohio Foundry & Mfg. Co. 
Steubenville, Ohio 
Peoples Oil Burner Co. 
Chicago, Illinois 
Perfection Stove Co. 
Cleveland, Ohio 
Prentiss-Wabers Products Co. 
Wisconsin Rapids, Wisconsin 
Quaker Manufacturing Co. 
Chicago, Illinois 
Quincy Stove Company 
Quincy, Hlinois 
Renown Stove Co. 
Owosso, Michigan 
Round Oak Co. 
Dowagiac, Michigan 
Samuel Stamping & Enamel- 
ing Co. 
Chattanooga, Tennessee 
Schule Trailers, Inc. 
Elkhart, Indiana 
Siegler Enamel Range Company 
Centralia, Illinois 
Silent Glow Oil Burner Corp. 
Hartford, Connecticut 
Steelcraft, Inc. 

Michigan City, Indiana 
Tennessee Enameling Mfg. 
Nashville, Tennessee 

Tennessee Stove Works 
Chattanooga, Tennessee 
Viking Mfg. Co. 
Detroit, Michigan 
Washington Stove Works 
Everett, Washington, 


Western Stove Co. 
Culver City, California 


ROLL 
CALL 





Ad the Big Shows, concentrate on these A-P 


Controlled Heaters! They offer you PLUS VALUE in De- 


pendable Service — 


because of their 


adaptability 


and additional profit possibilities 


to AUTOMATIC HEAT 


CONTROL ACCESSORIES. 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH 


MILWAUKEE 


THIRTY —SECOND 


® 


STREET 


WISCONSIN 


Manufacturers of DEPENDABLE Controls for 
Oil Burning Appliances 
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| NEW DISTRIBUTORS 


AIRTEMP 


Appointment of new distributors for 
Airtemp air conditioning equipment has 
been announced by B. S. Williams, sales 
manager of cooling for the Airtemp Di- 
vision of Chrysler Corp. 

The firms added to the Airtemp list 
are Ludwig Hommel & Company, 600 
Second Ave., Pittsburgh, to cover terri- 
tory " including various counties in 
Pennsylvania, Ohio, West Virginia and 
Maryland, and R. P. McDavid & Com- 
pany, Inc., 2104 First Avenue, Birming- 
ham, Ala. for the major portion of 
Alabama and several counties in Florida. 

Other new firms added to the Airtemp 
list include Ryan Radio & Electric Com- 
pany in Kansas City for western Mis- 
souri and eastern Kansas; A. Espen- 
scheid in Peoria, Ill. for north central 
Illinois; W. C. Stoner in Centralia, II. 


for southern Illinois, and the Sutcliffe 
Company in Louisville for the major 
portion of Kentucky and_ southern 
Indiana. 

Other firms added to the Airtemp 


list are Automatic Sales Corporation, 32> 
M. & M. Bidg., Houston, for 20 counties 
in Texas; Porter Burgess Company, 815 
North Pearl Street, Dallas, for a differ- 
ent section of Texas, and Renier Radio 
& Television Company, 531 Main St., 
Dubuque, Iowa, for counties in Iowa, 
Wisconsin and Illinois. 


EVANS PRODUCTS 


\. W. Shields, general sales manager 
4 the Evanair Division of Evans Prod- 
ucts Company. Detroit, announces the 
appointment of the following distributors 
for Evanoil and Evanair products: 

Appliance Wholesalers of Oregon, 
Portland, Oregon; Appliance Whole 
of Washington, Seattle, Washing- 
Baltimore Light Company, 


1 
salers 


ton; Gas 


Baltimore, Maryland; B & O Radio 
Corporation, Newark, N. J.; Boswell- 
Turner Company, Hyattsville, Mary- 
land; C. L. Bradford & Associates, 
Chicago, Illinois; The Buhl Sons Com- 
pany, Detroit, Mich.; Carolinas Auto 
Supply House, Charlotte, North Caro- 
lina; Consolidated Automotive Company, 
Jacksonville, Fla.; East Side Appliances, 
Klamath Falls, Oregon; Les M. Hil- 


lreth & Associates, 
Holmes Hardware 
Colorado; Hunter Bros., Inc., Fayette- 
North Carolina; Jacobi Hard- 
Company, Wilmington, North 
Carolina; Janney Semple Hill & Com- 
pany, Minneapolis, Minnesota ; J. 
Korber & Company, Albuquerque, New 
Mexico; Leo J. Meyberg Company, San 
Francisco, California; Oil Heating De 
Cleveland, Ohio; Redfeather Oil 
Company, Salt Lake City, Utah; The 
Rodefeld Company, Indianapolis, Indi- 
ana; Shadbolt & Boyd, Milwaukee, Wis- 
onsin;. Henry Siebert Sons,  Inc., 
Rochester, New York; Snodgrass Ham- 


St. Louis, Missouri; 


Company, Pueblo, 


ville, 


ware 


vices, 


New Western Representatives for Blackstone 





; C. GS. CAYGILL 


JULY, 
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ilton Company, Inc., Denver, Colorado: 
Southeastern Supply Corporation, Nor. 
folk, Va.; Joseph Strauss Company, 
Buffalo, New York; Walker Electric 
Company, Boise, Idaho; Waverly Heat. 
ing Supply Company, Boston, Massa- 
chusetts. 


HURLEY 


Recent new distributorships announced! 
by Edward N. Hurley, Jr., president of 
the Hurley Machine Division of Electric 
Household Utilities Corporation, include 
Eskew, Smith and Cannon, Charleston, 
W. Va., and the Harger and Blish Com- 
pany, Des Moines, Iowa. 


INTERNATIONAL APPLIANCE 


International Appliance Corporation 
have appointed Beller Electric Company 
and Eastern Electrical Supply Company. 
both of Newark, New Jersey, as distrib- 
utors of the Broil King electric table 
broiler line for northern New Jersey. 


SUPERFEX 


y, 
( 
‘a? 
a 
Among distributors of Superfex Oil 
3urning Refrigerators recently appointed 
according to an announcement by Perfec- 
tion Stove Company, are: 
George E. Mueller, Atherton, Missouri, 
long engaged in the merchandising of 
electric appliances in addition to operat- 
ing a general store, now distributor for , 
these refrigerators in ten Missouri coun- * 
ties. i 
A. B. Clark, Knoxville, Tenn., electric > 
appliance and Delco lighting plant dis-j 
tributor, appointed distributor of the oil 
burning refrigerators in Eastern Ten-§ 
nessee. 
Aldridge Electric 
ward, Oklahoma, appointed 
in four counties—W oods, 
Dewey and Major. 


Company, Wood-§ 
i distributor 
Woodward 


x% 


BLACKSTONE 


P. S. Moynihan, sales manager of 
Blackstone Corporation, announces the 
appointment of Caygill & Caygill as new 
representatives for the states of Califor- 
nia, Nevada, New Mexico and Arizona, 
effective at once. Caygill & Caygill 
maintain offices at 745 Mission St., San 
Francisco, and 2515 West Seventh St. (aie 
Los Angeles, and will handle the distribu- 
tion of the complete Blackstone line. 

For nine years Caygill & Caygill have 
been well known to Northern California 
appliance dealers as distributors for the 
Eureka Vacuum Cleaner Company, and 
have represented that concern throughout 
all California for the past vear. H. E 
(Bert) Caygill has had an enviable re 
ord in the appliance selling field since 
‘way back in 1918, when he began as a 
retail salesman. C. G. Cavegill, the other 
half of the firm, is actually Bert Caygill’s 
attractive wife. 


—y 





H. E. CAYGILL 
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SAY, MOM, THE OLD ONE STILL 
LOOKS PRETTY WHITE, DOESN'T IT? 
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or tl HATS RIGHT, youngster. It shouldn't insisted that its finish be DULUX? 
,» an . . 
fis surprise you that your smart mother a 
I . . . P 4 ud 4 > > . 
oh insisted = < Dt LUX finish when shi Because DU LUX has every quality women 
ie bought this beautiful new refrigerator to want—most refrigerator manufacturers 
‘th ; replace the one the family outgrew. today are using this whiter, work-saving 
ygil! DULUX was on the smaller model. And _ finish. And because DULUX offers women D UJ [ UJ 4 
during the four years that refrigerator was this recognized extra value, many sales- 
in the kitchen, your mother saw how white — men have found that it pays to make REGS eae 
it stayed . . . in spite of wear and tear, DULUX an important part of every sell- 7 | N | GS a 
accidental bumps, food stains, greasespots. _ing talk. 
She found out how unbelievably easy it is , . ON EXTERIOR 
' ie Feature DULUX in your sales talk. You 
to keep a DULUX finish clean. will find that it can help you sell refrigera- 
So do you wonde w our tors faster. E. I. « 2ont de Nemours & 
lo - nder that hen ay — fa ad I dq lu I nt - " _ Visit Du Pont “Wonder World of Chemistry” Exhibits at 
mother ordered this big new beauty, she —_ Co. (Inc.), Finishes Div., Wilmington, Del. _ N.Y. World's Fair and on the Boardwalk at Atlantic City 
: ee Be pes Pe: 
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MONEY MAKERS 


FOR DEALERS 


Clrmstrong 


IRONERS 


| 
6 
FUL 2 NCH ROLL RED PILOT LIGHT (indi UNIFORM PRESSURE 
1 (Handles Bic Sheets Easily) cates When Current is SHOE (Assures Smooth, 
On) Even Finish) 
AUTOMATIC THERMO NON-SLIP RUBBER 


STAT CONTROL (No ELBOW CONTROL 
Scorching, No Underheat (Leaves Both Hands 
ng to Guide Clothes) 


GUARD (Prevents Slipping 
Free of lroner on Smoothest 
Surfaces) 
These are the outstanding features that appeal to every woman and sell 
the Armstrong easily and quickly, with good profits to dealers. 
We seek one dealer in each town where we are not now represented, 


and start you off with 


A NEW CONTEST PLAN 
that will focus attention of every woman in your community on your store 
—and the Armstrong. It is a sure fire local advertising campaign 
featuring a FREE IRONER TO WINNER. Master Model [illustrated) 
retails for $34.50, Porta-Lectric Model $26.95. 


Write or wire for details today to Dept. EM, 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. VA. 


An ever-widening circle of heating 
appliances depends upon this long- 
life heating element material for the 


highest quality performance in service 


ONLY DRIVER-HARRIS 
MAKES NICHROME 


HARRISON, N. J 


DRIVER-HARRIS CO 
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NEW BOOKLETS ISSUED 


COLEMAN LAMP AND STOVE CO. 


The new 1940 Oil Heater Catalog of 
the Coleman Lamp and Stove Co., Wich- 
ita, Kansas, is off the press, according to 
A. W. Boyer, advertising manager. The 
first half of the book might be called a 
retail sales manual on oil heating as the 
pictures and copy describe the two types 
»f oil heating—torced warm air circula- 
tion and controlled radiant heat—fea- 
tures to be found on the new Coleman 
models. The second half of the book 
describes and illustrates the various 
models in the line. 


EVANS PRODUCTS, INC. 


Catalog No. 41 has been published by 


the Evans Products Co., Detroit, Mich., 
describing the full line of Evanoil oil 
space heaters. The catalog is printed in 
color and contains full descriptions of 
the models. Also available trom the 
same company is a give-away folder or 


envelope stuffer on Evanoil oil-burning 


water heaters. 


SWARTZBAUGH MFG, CO. 


“Three Simple Rules for Easy 
in Selling Electric Roasters” is the title 
~ a new booklet (Form No. 212) re- 
cently issued by the Swartzbaugh Mfg. 
Co., Toledo, O. According to W. E 
Gibson, advertising manager, the booklet 
is especially designed for dealers who 
merchandise small appliances and espe- 
ially roasters. Descriptions of “Everhot” 
appliances are included. 


Profit 


EMERSON ELECTRIC MFG. CO. 


Marking their 50th year in the elec- 
trical industry, the Emerson en fp 
Mig. Co., St. Louis, Mo., have issued < 
Golde 2 Jubilee Catalog describing heir 
ntire line of Emerson fans. One of the 
most complete catalogs ever issued ‘n 
he fan business, the booklet is protusely 
illus erated with photographs and draw- 
ings showing typical installations of the 
various types of residential, commercial 


and industrial fans 
show performance 


pertinent data 


Tables and diagrams 
ratings and other 


U. S. DEPARTMENT OF COMMERCE 


Rules for Electric Fences” is 
a new booklet recently issued 
National Bureau of Standards of 
the Department of Commerce. It may 
be obtained by writing to the Superin- 
tendant of Documents, Washington, 
LD. ¢ The cost is 5 cents. 


Safety 
the title of 


by the 








NESCO 


A beautifully illustrated catalog, lith 
graphed in full color, has been issued 
the National Enameling and Stamp; 
Company, Milwaukee, Wis., to descri 
and illustrate their 1940 line of Ne 
roasters. “Set the Clock and Go” 
title of the catalog which contains cog 
plete descriptions and_ illustrations 
color of the models and features of { 
Nesco electric roaster line. 














is 


CHASE BRASS & COPPER 


A new residential lighting fixture ca’ 
log has been issued by the Chase Br 
& Copper Co., Waterbury, Conn. Oy 
200 models of Chase fixtures are « 
scribed and illustrated while sections 
the book describe the types of lightin 
required for individual rooms. Whe 
writing ask for Catalog No. 14-A. 


HAMILTON BEACH 


A new booklet on the use and care 

» Hamilton Beach Sanitaire, tank ty 
eth has been issued recently by t 
company from its offices in Racine, W 
Fully illustrated with photographs 
booklet shows the various uses to wh 








the cleaner may be put in moth pr Get 
vention, spraying, and other diff The Ne 
| cleaning jobs. igned t 
asions, 

shed ii 
JEFFERSON ELECTRIC CO. liance a 
. , , Genera 
An 8-page folder just issued descriggl.. Conn. 
| the door-bell, chime and signalling tram@h yance < 
formers of the Jefferson Electric Ci. recipe 
Bellwood, Ill. The folder illustrates hy.< and 
products and gives detailed informati@g§.. a. st 
concerning each device. at lea: 
w Art’ 
» G-E Il 
MODERN KITCHEN BUREAU mn. An 
“A Pattern for the Profitable Pron ~ 
tion of Electric Roasters” is the title @ 4,’ 
> eer awn to | 
a new publication of the Modern Kitchag.. the s 
sureau, 420 Lexington Ave., New Youu. poo 
| City. The booklet tells the story . Ieation 

successful power company promotions 

| electric roasters. 


} 

| The forepart of the MKB book 

| tains detailed reports from eight widela.. 

| scattered utilities who conducted inte ro 
lids 5 

lrod U 

e form « 

his boo 


sive electric roaster promotions durin 
1939. There are detailed reports of ea 
| operation, together with actual figur 
on the number of homes served by ea 
| utility, 





nges of 
nized b 
‘pt laceme 
int Co 
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petus . 
am 


the number of active dealers p 
ticipating in the promotion, the electr 
range saturation of the territory and t 
1938 and 1939 electric roaster sa 
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"2 TO | SHE DOESN'T MAKE IT, MR. SCHMITT" ist 


JULY, 
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Elmer" Bakes a Cake 


ais 








amous "typical American" of the New 
ork World's Fair, Elmer bakes his first 
rawberry shortcake at the Westing- 
ouse Exhibit. Here he is admiring his 













care andiwork as it comes from the electric 
- ty oven. 
r by t 
ne, Wig $$$ 
iphs 
oO wi 
oth | GENERAL ELECTRIC CO. 
dificu@-The New Art of Simplified Cooking,” 
igned to fit all sexes, pocketbooks, 
asions, and altitudes has just been 
blished in a new 1940 edition by the 
>. liance and merchandise department of 
lescritlt General Electric Company, Bridge- 
aaa rt, Conn., and is available through G-E 
6 ‘ramoliance dealers all over the country. 
— oC e recipe book, covering more than 500 
fates “@iRhes and including color pictures which 
ormatiaieve as standards of comparison for the 
e, at least, is the latest version of the 
‘ew Art” book prepared by the staff of 
> G-E Institute's Home Service Sec- 
U An innovation in the new edition 
Pro the inclusion of a special section for 
. title urmets, from which dishes may be 
Kitchd awn to please the fastidious taste and 
w Yor et the special occasion. Every recipe 
tory the book has been tried and tested in 
tions aa Institute kitchens 
0k HOTPOINT 
t widens. ‘ , 
d integg Lhe Hotpoint Product Service Divis- 
; during has issued the complete story of the 
of ¢ lrod Unit Replacement Program in 
ficura@e form of a 16-page, two-color catalog. 
by eats book explains how old electric 
lers papapnges of almost any make can be mod- 


electrgmulzed by installing the new Calrod 
and t Bpscenen units. It describes the Hot- 
int Companv’s extensive advertising 

@d promotional plans, which will give 
Mpetus to the Calrod Replacement pro- 
_ The Replacement Units are fully 
scribed and illustrated, and five pages 
@e devoted to specifications, prices, and 
s of old electric ranges, other than 


-¥ Sa 


TY) } Botpoint, on which the new Calrod Re 
Aste Bacement Units can be installed. 

na - ; 

This colorful and interesting catalog 


ms been sent to all retailers and utilities 
lling Hotpoint electric ranges. Addi- 
nal copies, in reasonable quantity, can 
» secured by addressing Hotpoint Pro- 


uct Service Division, Edison G. E. 
Appliance Company, Inc., 56000 West 

avlor Street, Chicago, Illinois. 

MOTOR WHEEL CORP. 
op Two new booklets on Duo-Therm oil 


heaters have been issued by the 
Therm Division of Motor Wheel 
/ forporation, Lansing, Mich., for the use 
nstruction of dealers. The booklets 
Kescribe the entire line of heaters, outline 

¢ market and profit possibilities in the 

| space heater field and give a de- 
ilei analysis of the advertising, mer- 
Shandising and sales promotion material 
Mvailable in selling the Duo-Therm line. 



































AMERICA’S GREATEST 
INDUSTRIES INSIST ON 
AMERICA’S GREATEST 


RUST PROOFING PROCESS 
« 


In addition to outstanding beauty and mechan- 
ical perfection many of America’s finest prod- 
ucts carry the world’s best protection against 
rust and finish failure. 


With Bonderizing under lustrous lacquer or 
enamel, the finish is given long life resistance 
to inside humidity or outside weathering. 


Bonderizing provides positive adhesion for the 
finish and effectively bars the penetration of 
moisture to the metal—rust is avoided and fine 
appearance is maintained. 


Being used on practically all American cars, 
Bonderizing has spread to other industries and 
has become the No. | form of protection for 
scores of other products made of iron, steel 
or zinc. 


PARKER RUST PROOF COMPANY 
2164 E. Milwaukee Ave. ¢ Detroit, Michigan 


Send for These Books 


New Books describing recent 


improvements in Parker Proc- 
esses are available to manufac- 
turing executives. Send for your 
copies. 





— nother booklet, prepared especially for 

istributors and their salesmen, tells the 

ame story from the distributor angle. 
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MARK OF 


The Bonderite Label is finding 
its way into many industries. 
On Automobiles, Refrigerators, 
Washing Machines, 
and architectural equipment, as 
well as many other products, it 
indicates a better finish and care- 
ful manufacturing in every 
detail. 


electrical 


ARKER 


Motos CONQUER RUST 


BONODERIZING PARKERIZING 


PAGE 63 














Above 
unlimited 


illustration 
flexibility of 


suggests the 
Dazor 


Floating Lamps by showing a 
few of the innumerable positions 
btainable 





FAST-GROWING 
MARKET for 
Unique New 


Fluorescent and Incandescent 





dealers 
handsomely on 


Electrical 


everywhere are cashing in 


the amazingly flexible Dazor 
Floats into any desired posi 
finger’s touch. put 


the arms being counter- 


Floating Lamp. 


tion at a Stays without 


adjustment or locking, 


balanced by a spring. 


Light without glare—-exactly where needed for 
any specific task of office workers, business- 
machine operators, draftsmen, mechanics, photog 
raphers, doctors, 


housewives, students. 


Remember! There is a real need for a truly 
flexible lamp in every factory. shop, store, office, 
bank, home, and all institutions. Five base types 
for attaching to desks, walls, etc. Also portable 


pedestal type. 


Unusually attractive discount to dealers. Dis- 
tributed through appointed electrical wholesalers. 
Write for distributor's 


motion Plan.” 


DAZOR MANUFACTURING CORPORATION 


4485-a Duncan Ave. St. Louis, Mo. 


name and “Sales Pro- 











HU Cf) New Parlor Furnaces 
MODERNIZE Oil Heating 





The new Allen Parlor SS ineees oman, demon- 
strate that Allen has created Oil Heaters to meet 


modern standards of home comfort, 


cleanliness, con- 


venience and beauty. 


They are original in design and construction; modern 
in engineering, dependability and economy. They are 
fast selling merchandise for this rapidly growing market. 


Write for the story of the 
with 
“Super-Charger” 


Ten" 


"Twin- 
and 


fan: 


“Twin-Eight’’ and 
Director’ doors 
"Air Conditioner’ 


"Radiant Heat 


burners; the 





and the business getting sales plan back of them. 


See them at No. 513-A, American Furniture Mart. 


ALLEN MFG. COMPANY ¢ NASHVILLE, TENN. 
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Washers By 
The Carload 


oes CONTINUED FROM PAGE 9 


| which she splits 50-50 with her brother. 


The Wasson Home 
pany has strategic 
around the country. Over at Rutland, 
for instance, there is a barber who 
keeps his ear to the ground and passes 
on tips to brother Wilbur. He gets 
from $2.50 to $5.00 for every tip that 
For another 
handles collections. The same 
setup obtains in Oakland City. 

Elsie Wasson also turns an honest 
penny by acting as an agent for an 
Evansville, Ind. furniture store, 30 
People wanting furniture 
frequently come to her. At Christmas- 
she puts on a sale of small appli- 
ances but doesn’t carry them through- 
out the year. 

City people 
dealers have 
collec 


“Tt’s not so,” 


Equipment Com- 
agents planted 


leads to a sale. commis- 


sion he 


miles away. 


time 


feel that small town 
a snap when it comes to 
they know everybody. 
says Miss Wasson. “The 
dead beats are easy to side-step, but 
border line prospects are hard to spot. 
We learned a lesson about scattering 
business when we had $1,800 in reverts 
Briggs plant closed. About 
5 per cent of the population of a town 
like Booneville pay. We have 
learned that lawyers and some preach- 
the best credit risks, and 
teachers as good as 
collecting troublesome 
act on the attitude of the 
If he is willing to go along 
and do everything he can, we play ball. 
If he is we pick up the 
washing machine instanter. 

“We figure we can do $12,000 
volume on our capital; that is enough 
liability Of this 
$12,000 we pass on $7,500 to a finance 
and keep the rest ourselves.” 


tions, as 


when the 
is slow 


ers are 
that school 
gold. In 


counts, we 


not 
are 


ac- 
customer 


contentious, 


contingent for us. 


company 
How to Buy a Carload 


One financial arrangement of which 
Elsie Wasson is proud is the purchas- 
ing of washing machines. She likes to 
buy a carload of 50 washers at a time. 
That takes $3,000. Under the old plan 
she from the bank, paying 
6 per cent plus storage, and handling, 
which amounted to 12 per cent in all. 


borrowed 





The interest charged customers when 
the washers were sold, went to the | 
finance company. Furthermore, she 


didn’t have access to the washers until 
they were paid for. 

Under her new setup, she 
$3,000 the finance company at 
10 per cent, and puts the goods on her 
own floor (no storage or handling) 
then she has an agreement with the 
finance company which permits her to 


borrows 
from 


take 12 washers out for demonstra- 
tions. After the sale she takes the 
collateral to the finance company, 
draws 90 per cent of the purchase 


price, minus the cost price 

Brother Wilbur reports that farmers 
today are as much interested in gaso- 
line-driven machines as ever. It is a 
mistake for dealers to let up in their 
sales efforts on them. 
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The HOTPOINT 
Electrasink 


MAKES A COMPLETE 
SANITATION 
CENTER FOR 
THE MODERN 
KITCHEN... 





Va 


— 


hus 


HERE’S A REAL SALES 
ANGLE FOR YOU 


HOME building and moderniza 
tion are booming. Every new ; 
home requires a sink, and interest is W 
high in Hotpoint Electrasink among mo 
homebuilders who want to go mod wil 
ern all the way. Display the Hotpoin: 
Electrasink with its Electric Dish 
washer and Kitchen Waste Exit 


- wh 

Ask for complete sales story. ; 
. 1e 

The Electrasink 
1. Full-size sink bow] and 24 in. drair om 
board of stain-resistant porcelain pu 
2. Washes and dries dishes, pots and 
pans as well as itself in a new way 

>. 
3. Disposes of all garbage by elec Pa 
tricity — the easy sanitary way. yo 
4. Provides a convenient 24 in at 

storage cabinet beneath sink. ; 
th 
ex 
Bl 
su 
bil 
my 
bu 





Table Top Model 
M-11 new 2-Rack 
Dishwasher. Ca- 
pacity complete 
dinner service for 6 


The Kitchen Waste na 
Exit No. J-2 fits any < 
sink with 5 in. drain 
opening. Costs 1 0« 
a month to operate 


Single Rack Dishwashers (30 pcs. capacity 

for smaller homes and home demonstra W 
tion. Order home demonstration Kit H.D 

—$9.75 f.0. b. Chicago. 


cl 
EDISON GENERAL ELECTRIC APPLIANCE CO., INC al 
5620 West Taylor Street, Chicago, Wlinois D 
© th 
fe 
T 
ELECTRASINK « DISHWASHER: 
RANGES « REFRIGERATORS ¢ WATER HEATER 
CLOTHES DRYERS ¢ WASHERS e IRONER 
MAIL THE COUPON TODAY! t 
Edison General Electric 
Appliance Co., Inc. 
5620 W. Taylor Street, Chicago, Ill. 
Send me more information about 
the new Hotpoint ELECTRASINK 
and other Dishwasher models. 
Name a 
Address — ee S 
City alee aiacsiadialals 
State 
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The Husband Looked Glum— 


«f Thought I'd Lost that 


Vacuum Cleaner Sale until—” 


But the 
I turned on the heat. 


“Yes Sir! I had put on a swell demonstration. 


enipans husband still looked cold as ice. 


ry new 9 ’ . ‘ . 

enesei ‘What's more,’ 1 said, ‘this cleaner has a Black § Decker 

among motor—and men who know their stuff about electric motors 

omes will tell you...” 

tpoint > 

- Dish “T hadn't gotten far into my Black & Decker motor story 

> Es ‘ sanz ons ‘ ° A 

— when he broke in. ‘Why didn’t you say so in the first place? 
he quizzed; ‘we use a lot of Black ¢ Decker electric tools at 

— our plant—wouldn’t have any other kind.’ Right there I 

celain pushed the dotted line at him. He signed with a grin.” 

Dts anc * * * * * 

WwW Way . 

vy elec Particularly where the man of the house is in the picture, 

y- you have a real sales-clinching story to tell when you sell 

24 in , , ; 

ee a cleaner equipped with a Black & Decker motor. For 
the Black & Decker Electric Company is America’s most 
experienced, vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
bility with minimum servicing. Every Black & Decker 
motor, moreover, is specifically designed and custom 
built for the particular make of cleaner it drives. And the 

Nate name of Black & Decker—famous also in the field of 

a portable electric tools—stands ace-high with men in 

er practically every walk of industrial and business life. 

apacity 

tH D When it comes to clinching sales and making satisfied 






customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. 


CO., INC 
nos 


Li 


SHER! 


HEATER 
RONER 


Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manu- 
facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


DAY! 








Selling 
Packaged Kitchens 


CONTINUED FROM PAGE |! 








ments of the home in question in 
truly professional style. This is far 
more impressive than if he were to 
fumble in his pocket for a tape and 
jot down a few figures on the back 
of an envelope. It seems to inspire 
the prospect with confidence that the 
matter is being professionally han- 
dled. 

And then, as suggested, if the pros- 
pect is really interested, the sales- 
man makes arrangement to take her 
out to see one of the kitchens which 
has been installed. 

Plans and elevation drawings are 
drawn up by the manufacturer, a pro- 
ceeding which can be handled in two 
days’ time if 
importance, 

There remains only the question 
of terms. One of the great advan- 
tages of the complete kitchen job is 
the fact that a number of items of 
expense, each of which ordinarily 
would have to be settled as a separate 
bill, can in this way be handled on 
account. No set terms are of- 
fered. In the customer 
has paid 10 per cent down, with the 
balance in three years, in others the 
down payment has been as low as five 
per cent. Pay is excellent. For the 
customer who is the market for a 
permanent improvement to the home 
such as a model kitchen is of the 
type who pays his bills. Not that 
this means such kitchens are installed 
mostly in wealthy homes. This is 
not the case—in fact, it is the home 
where the housewife her own 
work where beauty and convenience 
of the complete job are most appre- 
ciated, 

Mr. Howell learned that 
it is the remodeling job and not the 
new construction job which offers the 
most prospects. This is because at 
the time of building a home the 
kitchen must compete with every other 
item of the 


speed is a matter of 


one 


some cases 


does 


has also 


house—with bathrooms, 
fireplaces, garden walls, and hard- 
wood floors. The remodeling job is 
usually done as a single item and 
succeeds or falls on its own merits. 
Moreover, the contractor is more 
difficult to reach than the owner with 
such arguments as sell completely 
electrified kitchens—and in a new 
construction, his influence is frequently 
thrown in favor of some other items 
of expenditure. 

Records show that 10 per cent of 
the jobs start with an interest on the 
part of the client in a complete kitchen 
installation. The remaining 90 per 
cent originate in some inquiry in 
regard to one item of electrical equip- 











CHROMALOX 


RANGE UNITS 





— 
CHROMALOX COOKING IS 


low temperature, “black heat” 
It makes food tas- 
tier and retains that juicy 
flavor! 


AND THIS BETTER COOKING 


is cheaper cooking, too! Chro- 
malox units cook by CON- 
TACT —the most efficient 
No wasted “reflected 
heat”, “cold spots”, nor air 
gaps to check the passage of 
heat. Chromalox units have 
100% to 250% 
ing area than any other metal 


cooking. 


way. 


more cook- 


encased unit in the same class! 


TAKE ADVANTAGE OF 
CHROMALOX SUPERIORITY 


AND STRONGER SELLING 
FEATURES. Sell ranges 


equipped with these units. 
Use them for replacement 
purposes, too—they fit all 
ranges. 








“How to Sell More 
Electric Ranges" 


is the title of a new book 
packed full of information 
of interest to every 
dealer—send the coupon, 
with your business letter- 
head, for your free copy. 





>», TIL. | ment. Starting with a sale which fe ae 

s about | might, if handled in the usual man- 

SINK | mer, run from $100 to $200, Howell EDWIN L WIEGAND C0 
| has trained his men to step this up . . 
| to a complete kitchen installation 7525 Thomas Blvd., Pittsburgh, Pa. 

" ; : : | which will mean from $800 to $3,000. . 

Specialists in the Design and Application of | For one of the rules of the game is | Send me "How to Sell More Ranges”. 
t an Py ~ |} not to install shiny new equipment | 
_ UNIVERSAL | in dingy old surroundings, nor put | Name 
MOTORS | back an old range or refrigerator | 
=—onie into the new kitchen as designed. Position 7 
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SEARCHLIGHT SECTION W HERE TO BUY 


(Olaseified Advertising) 
SELLING MERCHANDISE 


ae | nF 
empcorMent: OOPPORTUNITIES” : susiness . . 
UNDISPLAYED —RATES— DISPLAYED Parts, Services & Accessories 


15 Omnrs 4 Worp. Minimom CHarce $3.00 | Individual Spaces with border rules for 




















































Positions Wanted (full or part time salaried| Prominent display ~ epg 7 UNDISPLAYED RATE: ~ DISPLAYED RATE: 
employment l the al te -| The advertising rate is per inc ra $1.00 per line per insertion nimum : 
able ‘a cavemen. * a ee advertising appearing on other than a con- charge $4.00. (First line in small black $11.00 per inch per insertion. ¢ —_ 

Boz Numbers—Care of publication New York, tract basis. mtract rates quoted on re- face type.) Fractions of a line count rate on request. (An advertising ine 
Chicago or San Francisco offices count as quest. asa line. Discount of 10% if full pay- is measured vertically %” on = 
10 words An advertising inch is measured %” ver- ment is made in advance for 4 con- column. There are 4 columns 

Discount of 10% if full payment is made in tically on a column—4 columns—48 inches secutive insertions of undisplayed ads. inches to a page.) 
advance for 4 consecutive insertions. to a page. 

SPECIALTIES - y” FOR YO 
od Electric Mangle Koll Pads and Covers A REAL BU 
E ectrica —_ érs REBUILT Vacuum Cleaner Bags, Ironing Board pads 
and covers, washer and ironer covers. Ohio it] 
NA ONALLY KN WN Textile Specialty Co., W. 54th. Cleveland, O. 
ul 0 Knitted Cotton Padding CRISPERS 
| VACUUM CLEANERS Manufactured in Rolla or Pads, finished to 
size. For laundry machines and specialties. : nt A" 4) 
Milbern Rebuilt WNa- Southern Mills, Inc., Wells St., Atlanta, Ga. Size 13” x 81” x /4 








= cag creer Dozen Lots $6.10 
COMPLETE CUSTOMER PRODUCTS AND SERVICES _ Lees 2%. oc 28.96 NET 


SATISFACTION MEANS Many of the more than 23.500 subscribers to Size 15” x 914" x 4Y% 


Electric Merchandising check this sec- 


BIGGER PROFITS FOR YOU tion See parte, servtoss 69S seem & Dozen Lots $7.64 


tionally known Vacuum 
Cleaners, keep sold .. . 
and keep your custom- 
ers sold. Every sale is 
for keeps . . . and 














your "product or service appeared here regu- Less 2%, or $7.49 NET. 
yom know you can larly it would receive their attention and 
keep your profits Once sold oeeeeeeeer add new customers 60 your — Why not THE HARRY ALTER co ote rons nas 
: reach them now—through this inexpensive : eres © See ae nt 
From brush to han- they stay sold advertising—beginning with the next issue . goer contr my - = ne ~ hink of 


dle grip, Milbern can 
supply you with 
any quantity, 
any make of 
sure, profit- 
making, RE- 
NU-VATED 
| vacuum cleaners. 


of Electrical Merchandising? 


t the Ic 
Mtory! WN 
AY ‘ L 2 E t rf RUBBER UPHOLSTERED nt 


“KEEP IT RUNNING" 23" 
VACUUM CLEANER CO. || || HAND KEE ite y 


Satisfactory operation is a real con- cooks, b 
241 W. 23rd St., NEW YORK CITY TRUCKS tribution to customer satisfaction. Wpeautiful 
“Recreators of Vacuum Cleaners” 


“Keep it running” and she'll come Jit give | 
back. It’s the repeat sales that Wefficienc) 
om. —— BWviite fo 
Modernized — Guaranteed TRUCKS fer haa © Parts, Services and Accessories @plete lin 

Ss A L E 4B uM NW dling —_ refrigerator. can play an important part in 
REFRIGERATORS ranges, radius. kitchen cabinets, ete. Only truck building your business. It can keep CRO 


with patented quick change ratchet nose. Com- 
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Your Profits! 
Use ORANGEVILLE 








pletely rubber upholstered throughout. Several you posted on where to obtain your 


AND 
Washing Machines VACUUM CLEANERS J || ‘ics sin. "becipive Seater nd’ pre: | | | Fequirements. in Keeping your cus: 4621 
—and Appliances — 





tomers’ appliances in good running J 

ALL NATIONALLY ORANGEVILLE MFG. CO. 4 oP Ste 
tg oe ae me of Fleer Trucks oraer. Originators 
ivery refrigerator aD } 
ae po ee gy Orangeville (Col. Co.) Penna. | — 
pletely rebuilt in our - 
plant by factory trained > 
mechanics—This is why 
we can guarantee them. 
Send for NEW illustrated 


satalog Statistical Barometer at Le 




















We will accept applications from 
Furniture and Appliance salesmen 
to sell our popular priced, nationally 
known line of washing machines 
direct from factory to merchant. 











Easy oaiteve, lenty of repeat busi- MERCHANDISE TRADING CO e n‘ 
ness, and pad money makers for Nationally Advertised Merchandise 
the salesman. Will consider sideline 147 W. 42n¢ St. NEW YORK CITY . mal 


applications, and may be able to offer 

























































other Appliance and “hot” Furniture eum CONTINUED FROM PAGE 3mm @ Cash 
lines to men who can qualify. If you 
want to land Cape HOT lines for age 
your territory apply now. CASH PAID ts de 
Give us complete information about d VACUUM CLEANERS capacity up to 300 lbs. coal an hour. into he 
yourself in your first application. for use will be seen from the following fi @ group. 
Address Vacuum Cleaners . . a months’ comparison of 1940 with 19 the on 
SW-580, Electrical Merchandising ae = — of se oe pool the percentage of change based on sali § same 
330 W. 42nd St., New York City TALLEY VACUUM CLEANER CO. tt = cae sl ay be Ml a 1939, and only of the individual models have been ciency 
510 8. Tryon St. Charlotte, N. C. - blist by — 11 t “4 hi for th follows : 47.89% in the class 1 models (jj Ventre 
a og with the poe of Marck to 61 Ibs. coal per hour), 17.01% in tg welll w 
onth, Db xc Ma ‘lass 2 stokers capacity OO Tht 

& PATENT YOUR IDEAS 1940 surpassed all monthly records since cla em ker (cay — 61 to 1 0 ma 
send 2 Sketch or Model March 1937. The increase for hand clean coal), and a loss of 12.83% in the clagjj moder 
Marc Is. as aAll~ rannet “C2 > sth . 

CONFIDENTIAL NEW ADVERTISEMENTS ers over May 1939 amounted to 28.89%. 3 (capacity 101 to 300 Ibs. coal per hou: — 
DV - For the five months of 1940, compared May 1940.............. 8,254 stokes 1. ¥ent 
FREE ae Copy must be received by July with the same period of 1939 floor May Sm aeber is 5,078 stoker deove a 
s Fat Oi records searched ones 3 we < ype = August — — have png i ees © 5 Mos. 1940............... 25,796 stokerf a) thickness 

. . . searc : : nth ake le leaners are 53% PA - hoch arg 

u t to space limitations. while hand cleaners are up 16.53%. ee 18,125 stoke T 
for ANY Invention or Trade Mark a — , 2. this 
May 1940........ 143,836 floor cleaners and a 
30,060 hand cleaners Houseke 
e May 1939........ 91,055 floor cleaners and . aren 
a hat is 23,322 hand cleaners and sat 


9 5 Mos. 1940...... 639,579 floor cleaners and 
147,245 hand cleaners 
YOUR Problem? 5 Mos. 1939...... 480,280 floor cleaners and GAS ENGINE WASHERS 
126,359 hand cleaners 
Do you need competent men for your staff? Men experienced in the mer- 
chandising of electrical appliances? Men to fill management, sales or service Saturation, January 1940—11,834,600 A reduction of 14.50% in the May 1% 


positions? 










homes, or 48.4% of total wired homes. unit volume of gas engine washers, con 

. 0% 
Or are you one of the readers of Electrical Merchandising seeking employ- pared with May 1939, dropped t the h 
ment in any of these capacities? R months’ cumulative total to 9.82% und 


the corresponding business of 193 





Or are you looking for—or offering—a business opportunity of special inter- * According to the current release of t 
est to men in the industry served by this publication? American Washer and Ironer Manuia 

; sl sap > \ 
Or are you seeking buyers for rebuilt refrigerators, vacuum cleaners, etc.— a — haley Pe Ms 
or to buy such items from others? volume was done in the $50-$69.99 mod 


a ; , 72.04% in the $70-and-Over models, at 
rhe solution of any of these problems can logically be found first among no portion of the business in the Bel 


other readers of Electrical Merchandising. You can get their attention—at STOKERS $50 models. This eradication of busine: 
small cost—through an advertisement in the in the low-priced models has charactet 
ized all monthly sales since January. 





Current data compiled by the Depart- 
























i i ment of Commerce based on shipments of 
Searchlight Section 124 manufacturers shows a gain of May 1940........ 7,835gas engine washe 
b L 7 Cc T ~ ] Cc A L M E BR Cc a A v4 D I Ss I M G 62.54% for May and a gain of 42.32% for May 1939........ 8,769 gas engine washe' 
the five months’ period, compared with 5 Mos. 1940...... 42,015 gas engine washe 
1939, covering all models of stokers with 5 Mos. 1939...... 46,287 gas engine washe' 
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UG 
ELECTRIC : 
DINETTE |° 
RANGE 


AND A 


PROFIT PRODUCER 
FOR DEALERS! 





hink of it... 
at the lowest price in electric range his- 


a complete electric range 


tory! Needs no special wiring . just 
plug it into any 110 volt, A. C. wall outlet, 
like you would an electric toaster. 
Cooks, bakes, broils, fries, roasts, boils . . . 
beautiful in appearance . . . engineered 
to give the utmost in cooking and baking 
efficiency at the lowest possible cost. 
Write for details. We manufacture a com- 
plete line of Electric Ranges. 


CROWK STOVE WORKS 


4621 W. 12th Place—Chicago 
Stove Builders for over 53 years 
Originators of Buffet and Divided Top Gas Ranges 





| 


‘8 stokent 
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|) valuable sales promotion 
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t Last - - A Low-Cost 
entilator for the 
mall Home Market! 


}@ Cash-in on the current building 


: boom with the new 8-inch Ventrola. 


It’s designed specially to be built 
into houses in the popular low-price 
group. The New Model 40 has all 
the outstanding features and the 
same mechanical quality and effi- 
ciency as the well-known, larger 
Ventrola models. Yet it is priced 
well within the budget of the aver- 
age small-home builder. Its ultra- 
modern design adds beauty to any 
room, 

1 Ventrola installation 


* is easy. Adjustable 
sleeve adapts to any type 





: 
| 


of wall construction or 
thickness. 


2 The Ventrola Fran- 
* chise is backed with 


material. its ‘‘Good 
Housekeeping’’ Seal of 
Approval further guaran- 
tees customer enthusiasm 
and satisfaction. 





3 The new 8-inch Model 
* 40 rounds out the 
Ventrola tine of outstand- 
ing ventilator values. 
Mode! 40-8" » Ve 
$19.75. Model Hg 


(500 C. F. M.), 
meee 60-10" (650 C. F 
>). 





Get the money-making facts now! 
Write today for 


literature, prices, discounts. 


peLAGSRLIE VENTILATOR CO. 


253 East 9 Mile Road, Ferndale (Detroit), 
Michigan 


KEEPS AIR FRESHER AND 


ODOR-FREE 
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Sell Professional 
People First 


oe CONTINUED FROM PAGE 25 seme 


prospects. The grocer, the druggist, 
the lawyer, the dentist—the beauty op- 
erator most likely knows about them 
all. 


Demonstrations Count 


The Green company’s sales program 
since the beginning has largely been 
based on demonstration. 
parlor affords 


The beauty 
excellent opportunity 
for such neighborhood demonstration 
with the greatest amount of effective 
results. It is visited by the women, 
who see what is taking place, observe 


| how it is being done, and feel the com- 


Where 
they might casually note such comfort 
in another place, the likelihood of their 
discussing it obviously is greatly re- 
duced. 


fort of the equipment in use. 


The demonstration, hence, be- 


| comes one not limited to the proprietor, 


but in which many will participate. 
This has been found to have the fur- 
ther advantage of helping to persuade 
the prospect of the desirability of the 
investment. 

“We have listed all of the beauty 
parlors,’ Mr. LaPrelle explains,” and 
routed them as indicated. The sales- 
man, however, does not at all limit his 
efforts to them. When he arrives in 
the neighborhood to canvass the beauty 
shop, he studies his entire field there 

“He goes into each neighborhood on 
a definite and specific errand. When 
he reaches there he expands his activ- 
ity as he finds the situation requires, 
or warrants. He does not go into any 


neighborhood groping for a_ likely 
place to start. 

™ bviously, to compile a list of ev ery 
likely business prospect would be a big 
undertaking. We have solved that in 
this manner—compiling a list of pros 
pects which psychologically seems most 


likely to serve us in maximum degree.” 


Other Promotions 


The promotional activ ity of the store 
limited to this I 
Newspaper advertising is em 


is not method of ap- 
proach. 
ployed steadily, and there are frequent 
window displays calling attention to 
the modern unit equipment. 

Direct mail likewise is used. In one 
such campaign, the store has gone to 
the Red Book, and compiled a list of 
5000 names of persons rated able to be 
budgeted for equipment costing from 
$100 to $400. To each of these letters 
cards were pasted discussing the equip- 
ment available in this 


category, and 


requesting that if there be interest in 





it, this be made known by the return 
of the business postal enclosed. 

That the Green Co. plan is bringing 
results is evident in the fact that al- 
ready four small hotels have installed 
equipment. In one instance the con- 
tract totalled in excess of $1200. In- 
stallation in one of the better Dallas 
homes was in progress; and one of the 
small down-town barber shops has for 
weeks been making capital of the fact 
it had installed a cooler. 


1940 


re 


CLARK 
WATER 
HEATER 


Always make sure the water heaters—like 


the electrical appliances you sell—contain 


“TOPHET” nickel-chromium elements. 


WILBUR B. DRIVER CO. 


THE CLARK 


ELECTRIC 


NEWARK, NEW JERSEY 








WATER HEATER 
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Business 
it the University of Chicago are often 


: Students in the School of 


sic’'ed on merchandising problems to 
just what collegiate habits 
In a recent issue of the News 
Bulletin published by the University 
~ Chicago they turned up with a 
check on the habits of 78 men students 
in the school, revealing that 41 
electrics whereas 37 use the old safety 


discover 


are, 


use 


yt 


e. 

Of those using the electric shaver, 
37 replied that they were satisfied and 
+ were not, while 29 of those using the 
ld safety liked it and 8 were dissatis- 





fied. Some 41 of the men shaved 7 

times per week, four three times a 

A Correction and a Good Idea week, . one fellow shaved 14 times 
5 i weeK. 


[welve reported they had changed 


HE above gentleman is Willia 
‘T Hughes of Hughes Bros., the 





type of brand of razor within the 
Whittier, Cal Mr. Hughes has been last year; 11 had made the switch 
carrying on a clever bit of promotion within six months and eight within 
by building a home at night and in three months. Some 47, presumably 
g the publ yme and see it the old guard, had made no change. 
under constructiot From time to Four had switched from an electric to 
time he broadcasts information about 1 safety, whereas 17 had jumped from 
ie work, specializing in some one fea the safety to an electric. One had 
ture of building construction for each idded an electric to his safety. 
talk. He is here shown with the mi 
rophone in front of the switchboard 
it his model home telling the public : 
bout the details and advantages of Violets for Mac 
an adequately wired installation : 
ciate ti: ilies ail wii ait thn ail, S° times the normal sales record 
shes was erronecusie for March was the achievement 


Mr. Hu 


page 59 of the June issue 


re ye of the “Violets for Mac” 


campaign 


recently put through | he salesme 
al ‘muenanen  Witeramneee anil ecentl) S through A 1 ile men 
pr ities a gt re Sag f the —— yn ater Power 
Company. starte she 
at San Marino and an attractive wife, =e t started when R. B. 
McElroy was recently appointed gen- 


} +} 
th ot who 


really belong to H. D 


; ; eral sales manager « he 
Burns of the Bryant Electric Company les manager of the 


*Let’s 


company. 
violet to 


; pin ; : ss”, be- 
of Los Angeles. ELectricaL MERcH- : : ; the boss”, be 
nahi nities tn: elt encemmneal ime the slogan with the salesmen, 

violets consisting ol! sales orders 





for major appliances, to each one of 


*h a violet was attached. These 


College Men Shave sone 


coming in early in the month 


Electrically with gratifying promptness—and be- 

re the time limit for the campaign 

J UST randpa shaved with a_ was over the “floral tribute” in honor 
“broa izor and wore long f Mac’s appointment had mounted 
inderwea ifter his progeny ha » a total of 458 water heaters and 
ind B.V.D.’'s, so th +24 ranges. As the total major appli- 

1 generat is apparently ince sales for March does not usually 
eating p le vhe t exceed about 150 for the month, this 
having eans virtually a six times increase. | 





Salesmen of the Washington Water Power Company expressed their pleasure in 
the appointment of R. B. McElroy to the position of general sales manager by 
sending a floral tribute in the form of sales orders for ranges and water heaters. 
The “Violet whose irate model stands at Mac's shoulder is an actual goat who 
had to be entertained by the low division in a previous series of sales campaigns. 
She looks mad because she has been banished for good by the 882 sales orders 
with their accompanying violets. 
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